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DEMAND is the BEST 
GUIDE to SALES! 


More fingers point to Zinc-Insulated Fence—more 
farmers demand it—than any other make. This great 
consumer preference is due to just one factor—not 
claims and promises—but superior quality and value 
proved throughout many years of actual service. 
Truly—DEMAND is the best guide to sales—and an- 
swers the question ‘‘Which brand of fence shall I 
feature?” 
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AMERICAN sree & WIRE COMPANY | 
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94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Bldg., Baltimore 
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RIGHTNESS, or bril- 
liance of surface finish, 
is a quality which has much 
to do with making a window 
glass a fast, easy seller, or a 
sluggish, unprofitable seller. 
For glass users in increasing 
numbers are realizing that 
surface brilliance in the 
window glass with which 
a building is glazed adds 
definitely to the finished beauty of the building. 
Pennvernon Window Glass has a brilliance of 
surface finish that is really extraordinary in a 
sheet glass. And its high luster—on both sides 
of the sheet exactly the same—gives Penn- 
vernon mirror-like reflective powers which or- 
dinary window glass cannot begin to equal. 

The special manufacturing process by which 
Pennvernon is made is the explanation of its 
remarkable brightness. This process, together 
with the purity of the ingredients used, also 
results in making Pennvernon a clearer glass, a 
flatter glass, and the on/y sheet glass which 
remains permanently white. 

Don’t take our word for it that Pennvernon 
Window Glass is easier to sell. Make actual 
comparisons with other glasses yourself. See 
the difference with your own eyes. And remem- 














ber that Pennvernon, despite its superiority, sells 
for a price no higher than that of ordinary glass. 

Stock Pennvernon. It is available in single or 
double strength, and in thicknesses of 355” and 
3z”, at the warehouses of the Pittsburgh Plate 
Glass Company in all leading cities, and through 
better glass jobbers and sash and door manu- 
facturers. Write for samples and our booklet on 
Pennvernon manufacture. Pittsburgh Plate 
Glass Company, Grant Building, Pittsburgh, Pa. 


Pennuernon 


WINDOW GLASS 
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QU POND: 


REG. U.S. PAT.OFF 


UNITED FOR 
YOUR BENEFIT 


E. |. du Pont de Nemours & Company, Inc., has recently acquired 
a controlling interest in Remington Arms Company, Inc., bringing 
together two of the oldest manufacturers in the country; du Pont 
was organized in 1802 and Remington in 1816. 

For many decades the du Pont Company has furnished a major 
part of the powder used in Remington’s shot shells and metallic 
cartridges. The two companies have worked hand in hand to im- 
prove their respective products for the benefit of the sportsmen of 
the world and the trade which supplies them. It was a logical step 
for these companies with a century-old association to join forces. 
The closer cooperation made possible by their new relationship 
insures the continued development of fine sporting firearms, am- 
munition, and cutlery. 

In carrying out old policies, and in developing such new ones 
as changes in conditions might require, the management has the 
advantages of greater resources than were ever before available 
to a manufacturer of arms, ammunition or cutlery. 

Jobbers and dealers whose activities are responsible for the wide 
distribution of Remington Products are assured of continued sup- 
port. Greatly increased facilities will bring improvements in every 
branch of the business which should result in increased consumer 
demand and thereby benefit both wholesalers and retailers. 


REMINGTON ARMS COMPANY, Inc. 
BRIDGEPORT . . . . . . CONNECTICUT 
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MORE SALES 
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Above: 
Florence Circulating Heater No.CH28 (Range Oil) 


Two 8" double-ring range oil burners, independently con- 
trolled, operate within fume-tight inner chamber, with 
flue connection and automatic draft regulator. Burners tilt 
to light through grilled mica door. Air circulates between 
inner and outer walls and through two large air tubes 
in direct path of flame. Finish: two-tone walnut grain 
porcelain enamel. Capacity about 6,000 cubic feet—3to5 
open rooms. 45” high, 2744” wide and 28” deep. 2 oil tanks, 
each 3 gallons. 


Below: — Florence Combination Heater-Cooker 
No. GS26 (Range Oil) 


New —a cooking top is under the hinged heater cover. 
Two powerful 6” double-ring range oil burners, sepa- 
rate valve control, operate within fume-tight inner cham- 
ber with flue outlet and automatic draft regulator. Air 
circulates between inner and outer walls. Radiant 
front. Capacity, 4,500 cu- 
bic feet — 3 to 4 open 
rooms. Finish: two-tone }& 
walnut grap porcelain 
enamel. 33%” high, 25%” 
wide,25%4" deep. Oil tank: Fa: 
3 gallons. 













r 


ORENCE Dealers 


Florence Dealers will be 
able to meet all comers this 
fall, with the finest and most 
complete line of Oil-Burning 
Heaters and Range Burners. 
Florence is out to keep the 





whole house warm — your 
customers can “live in every room” for there is a Florence 
for every need and purse. 

New features that mean quick sales, happy customers; 
new models that open larger markets, greater opportu- 
nity — all backed by new displays, new advertising. 


id Florence Radiant Heater No. KC9AW (Range Oil) 


Very practical heater with special 9” double-ring range 
oil burner, valvé controlled. Burner tilts and lights with 
match through grilled mica door. Heater has flue con- 
nection with automatic draft regulator. Finish: walnut 
porcelain enamel. Capacity 3,500 cubic feet. 38” high, 
20” wide and 27” deep. Oil tank : 3 gallons. 














Below: Florence Cabinet Heater No. C2C 
(Kerosene) 





This popular heater, with two wickless type Kero- 
sene burners, has been re-styled and improved. 
Portable and non-vented, it can be located in any 
room. Has a capacity sufficient for 2,500 cubic 
feet—one or two open rooms. Finish: mahog- 
any grain porcelain enamel. 3254” high, 2514” 
wide and 2234” deep. Oil tank: 2 gallons. 


Radiant Heater No. GC6 (Range Oil) 
Real heater at competitive price.One 6”burner, 
valve controlled: flue connection;smooth stove 
top for light cooking. Finish: black porcelain ¥ 
enamel. Capacity 2,500 cubic feet. 30” high, is” cae i atts 
wide, 22” deep. Oil tank: 2 gallons. 








FLORENCE HEATERS 
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Florence is the one line that 
brings you everything: de- 
pendable merchandise, fully 
endorsed; complete lines, 
styled to please your cus- 
tomers; attractive prices | 





with more profit for you; 

advertising and display that brings you prospects ready 

to buy. i 

Start thinking Florence Heaters and Range Burners 

now, because you’re going to sell a lot of them this fall ! 
Florence Stove Company, Gardner, Mass. 





Cabinet Model Florence Range Burner No. KE%6 


A handsome cabinet, compact and sturdy, con- 
tains 3-gallon metal tank connected to dual 
valves conveniently located on front panel. Tank 
can be raised or lowered to suit installation 
needs. For refilling, tank rolls outward and is 
easily removed. Burners same as K26CI. 375,” 
high, 1814” wide, 13” deep. 


Below : Florence Range Burners 


for Parlor Heaters (Range Oil) 


Made with 6”, 8” and 10” double-ring range 
oil burners, valve controlled. Easily installed 
in coal-burning parlor heater, thus bringing 
modern comfort and convenience to thousands 
of homes. 314 gallon metal tank and adjustable 
stand are finished in walnut. 





Florence Range Burner with Automatic 
Oil Pump No. KA26 


Maintains constant supply of range oil for 
operation of Florence Range Burner in kitchen 
stove or parlor heater. Motor-pump unit af- 
fixed to tank in basement is automatically 
controlled from float switch in kitchen. Burn- 
ers same as K26CI. A dependable convenience, 
this latest improvement has strong appeal to 
range burner users. 





© 1933 by F. S. Co 





















Above: Florence Range Burner No. K26CI 
(Range Oil) 
Two 6” double-ring range oil burners convenient- 
ly mounted to fit coal range fire box. Separate 
valve control for each burner—improved one-turn 
valves. Large strong 34 gallon metal tank with 
double reading oil gauge and bail lock. Finish: 
ivory and green with chromium trim. 
Other models for every need and purse, with 
metal tank or glass bottle, or the handsome cab- 
inet reservoir shown at the left. 











Florence Range Burner with Hand Oil Pump No. GH26 


A few strokes of the hand pump attached to Florence 2-gallon glass 
bottle reservoir at kitchen range or parlor heater, refills the bottle from 
oil storage tank in basement. Burners same as K26CI. Economical and 
———— ition convenient, it offers new sales opportunities among your old customers. 
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ano RANGE BURNERS 
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Third Annual Electric Refrigeration Week 








Cooperative electric refrigeration shows will 
bring profit to sales outlets in more than 500 cities 


Electric Refrigeration Week (Sept. 30 to Oct. 7) is 
harvest time for electric refrigerator sales. It is 
expected that more than five hundred communities 
will stage a Cooperative Electric Refrigeration Show 
during that week. 


Three years of experience point to the Cooperative 
Electric Refrigeration Show as a most consistently 
successful means of developing electric refrigerator 
sales. In many cases enough refrigerators have 
been sold on the exhibit floor to pay all 
costs of the endeavor. Always a great 
number of excellent new prospects are 
uncovered, many of whom are sold in the 
ensuing thirty days. 

No individual investment you can make 
in refrigerator sales effort, promotion or 
advertising is likely to bring you such 





profitable return as will your fair share of time and 
money invested in the Cooperative Electric Refrig- 


1 eration Show. 


This local cooperative action is open to every sales 
outlet for electric refrigerators. Hardware dealers 
who sell electric refrigerators are cordially invited 
to take part and to exhibit. Any and all brands or 
makes of electric refrigerators are eligible for ex- 
hibition. Any and all sales outlets are invited to 
participate. The Cooperative Show is in- 
tended to represent the whole electric 
refrigeration industry of the commun- 
ity. 

If you have not been informed of plans 
for a Cooperative Electric Refrigeration 
Show in your city, inquire at once of your 
local lighting company. 


ELECTRIC REFRIGERATION BUREAU 


420 LEXINGTON AVENUE, NEW YORK CITY 
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World's Largest Lachine Padlock Manufacturers 
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FREE with this small 


assortment of fast-selling Masters. 


Your 


Dozen No, 22 Strong Boy . . . $2.00 
Biggest 25c Retail Value 


Dozen No. 1400 * im” . 
Special 75c Value 50c Retail 


+ 2.00 


Dozen No. 77 Jungle King . . 2.00 
Solid BRASS Cylinder 

Pin Tumbler only 50c Retail 

Dozen No. 3 Little Giant . . . 3.00 


Small in Size but a GIANT 
in Value at 75c Retail 


Your total cost only $9.00 


1933 


ested 
Price 
$3.00 


Profit Margin *4.50 


lp this nation-wide campaign! Pro- 
claim “Quality Hardware” from your 
windows and your counters! Hold these 
magic words before your trade constant- 
ly! Buy quality, push quality, advertise 
quality! 

This costly FREE SIGN — offered with 
the fast-selling assortment of Master 
padlocks shown here—will be one of the 
most valuable fixtures in your store. 
Every dealer should own two — one for 
his windows and one for his counters. 


Your Jobber Has “Quality 


Hardware” Special 
No.900. Orver Now! 


‘ 
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Stir Up Business 
by Going After It 


USE OUR ADDRESSING SERVICE FOR YOUR 


DIRECT MAIL SALES EFFORTS 


and assure yourself Maximum Success at Minimum Mailing Cost 


THE REASON WHY? 


Hardware Retailers with 
Names and Addresses Verified and Corrected 


RIGHT UP TO THE MINUTE OF ADDRESSING 


Addressed According to Annual Sales Volume as follows— 


12,611 MAJOR HARDWARE RETAILERS whose sales exceed $30,000.00 
annually and who account for more than 80% of all hardware retail 


sales. 

7150 HARDWARE RETAILERS whose sales are between $20,000.00 and 
$30,000.00 annually. 

161066 HARDWARE RETAILERS whose sales are less than $20,000.00 
annually. 

Only our many years daily contact with the hardware trade publishing 

HARDWARE AGE and HARDWARE AGE VERIFIED LIST makes 


possible such An Addressing and Mailing Service Nowhere Else Obtainable. 
We Gladly Make It Available to You at Rates that are Extremely Moderate. 


WRITE FOR PRICES 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 
Kindly advise me your charge for addressing a mailing as checked. 
1 ist). 
o ENvELoPEs Oe a sutans 
‘ a r eta ° e e ,000. nnually. 
C) BRORDEIDES <-> 1 ep uence Reine NNN w GUNN kane, 
ar t A . t A . nnually. 
0 CIRCULARS ware e 1m es oO y 
| 16106 Hardware Retailers—sales less than $20,000.00 Annually. 
I i acs 5s Sl as Zeca age aoe bet CAA pepe” Fad tee Be Sepa 
Official ......... nissiin ch ait: pieteanticatianeh sea i ..3.5: pp Wats nak eet doa a Oude Take has hos 
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CONCEALED SCREW AUXILIARY LOCKS 


Three numbers you can feature 
with good results... 


TOCK and display these fine Yale Locks and show them to 
your customers. Point out the important fact that they can- 
not be taken off the door unless the door is first opened. 

These are three of the most popular numbers in the entire 
Yale line of auxiliary locks because of their quality and de- 
pendability. It is just as easy to install them as it is to install 
any ordinary auxiliary lock. Each is packed with a template so 
that anyone with an auger bit and screw driver can apply the 
lock speedily and accurately. 

Many hardware merchants have, with very little 
effort, developed the Yale Concealed Screw Auxiliary 
Locks into steady profit builders. 



































YALE No.42 DEADLATCH 


YALE No. 44 DEADLATCH : 

(No. 4444 with two cylinders) A fine, strong lock that can be dead- 
Appropriately called “The Lock that never tocked by an extra throw of the bolt by 
forgets” for it locks automatically with a either knob from inside or key from 
i outside, thus providing additional 


double throw of the bolt every time the 
door is closed. Crackle brass finish. 


Suggested retail price $2.50 


security. Crackle brass finish. 


Suggested retail price $1.50 





























YALE No. 40 SPRINGLATCH 
This lock is particularly well suited for use on doors 
where the chief requirement is privacy and not max- 
imum security. Crackle brass finish. 


Suggested retail price $1.50 





THE YALE & TOWNE MFG. CO., Stamford, Conn., U.S. A. 





a ene NN CRN 














AUGUST 3, 1933 














NPRECISIOND, 
p 


in the manufacture of 
eit RIVETS... 


depends on many factors ... quality- ore 
¥ workmanship, engineering experi- 


ence... modern equipment and an ? 











honest desire to offer the finest 


product possible. It is exactly these 





features that guarantee the con- 





tinuous, unfailing service of our 
Pon 4 rivets. No wonder they are “approved 
by the keenest buying brains in the 






country’’! 











Strap and Tee Hinges 





and Hasps 


HESE GRIFFIN products offer the 


utmost in sturdy,- practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized, . . . galvanized with brass pins... 
finishes suited for the purposes required. 


GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 














. TUBULAR RIVET & STUD CO. 
é BOSTON, MASSACHUSETTS 


The largest factory in the world devoted to 
the manufacture of Tubular and Clinch Rivets 








Branch Offices:- 
7 % NEW YORK: 45 Warren St. BOSTON: {13 Purchase St. 
_— a > SO Soe | CHICAGO: .62 N. Clinten St. SAN FRANCISCO: 703 Market St. 
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SMALL Things Make 
BIG Ones Possible 


N every big construction job there are thou- 
sands of “little items” which, by doing 
their work well, make the big jobs possible. 











Important among these “little items” are 
American Screws—they are seldom in sight 
but always “hanging on.” Their sharp gimlet 
points and true running threads make them 
easier to drive and surer to stay in place. 


The easiest way to sell American Screws 
is to put a carton of Handy Packs on your 
counter or display table. Each carton contains 
sixty small packages (six each of the ten most 
useful sizes). Ask your jobber for a carton. 


MACHINE 
SCREWS 


TIRE STOVE 
BOLTS BOLTS 


WOOD 
SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,.U.S.A. 


WESTERN DEPOT, 219 WEST RANDOLPH ST., CHICAGO, ILL. 


Put It Together With Screws 
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Ball Beari ng 


THAT?S exactly what they are. . 
casters. No friction. They roll in any direction 





. ball bearing 


with ease. Save carpets, rugs, floors. 


Generous profits. Rapid sales. Quick turnover. 
ACME CASTERS are an ideal item for any dealer. 
Every customer who comes into your store is a 
logical prospect for ACMES. 


Demonstrate These Casters 


Roll one on the counter, or in 
the palm of your hand. All 
you’ve got to do to make a 
sale, is to show the cust6mer 
how these wonderful casters 
work. 





THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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STANLEY 


HINGEWARE HAND TOOLS 


Gw) 


NEW BRITAIN, CONN. 











WORLD-WIDE ACCEPTANCE 


\IN 


once installed 
lasts a lifetime/ 





Srar HACK SAWS are 
recognized es the greatest , 
hack saw value by experi- | 















enced mechanics in every 
comer of the globe. 


From special flexiblesto all 
hards and from light power 
to the new” Moly” hand and 
power blades—there's a Star 
There is no satisfaction in Seti teoheahs nee 
leaky fittings—no profit in an ion ae — 
improperly threaded nipples. 
The real value of good, ac- ° Sell Star Biades—they lead 
curately-made, thoroughly- in acceptance. Ask your 
tested Fittings and ne jobber about them. 
lies in profits permanently fj ° 
secured for the man who itti ngs 
installs them. Devlin Fit- 





tings and Fretz Nipples are 


sold by the carton and in 
ct “Arete 


THOMAS DEVLIN MANUFACTURING CO. 
|  nippl es 


Burlington New Jersey 


STAR HACK SAWS 
CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
@® 23202 
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N the dead of night a hurry 

call comes from an isolated 
farm house. Over rough roads, 
often in a storm, the State 
Police answer in record time. 
They perform their work well 
under all conditions. Taking 
Punishment is Part of their Job! 


Throughout industry, Nichol- 
son Files are demanded 
for use when unusual con- 
ditions must be met by stam- 
ina and ability to perform 
A FIrLe FOR 
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effectively and economically. 


They are known for their abil- 
ity to do their work well, at 
a profit to the user, even when 
conditions are far from ideal. 
Your industrial customers, 
your customers who buy files 
for home use, in fact, everyone 
you sell files to, will appreciate 
the quality of Nicholson Files. 


At your jobber’s. Nichol- 
son File Company, Provi- 


dence, Rhode Island, U. S. A. 


EVERY PURPOSE we FILE 


NICHOLSON 
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DOUBLE X IS 


- - e there’s nothing like 





Go where you will in the paint, 
hardware and allied industries— 
men doff their hats to the stirring 
sales-success of Double X. Why? 


Because Double X, in the par- 
lance of the trade, is a “‘natural.”’ 
It looms head and shoulders 
above any commonplace “clean- 
er” or “remover.” It does what 
nothing else can do—bleaches as 
it “‘removes.”’ 


Is it any wonder, then, that 
Double X has roused envy in the 
hearts of other men? Is it any 
wonder that hardly a month 
passes but something “just as 
good” is offered to the trade? Is 


Sister that imitators right 
it should seek to ride in on 


al advertising and Double 
10menal success? 


The moral, Mr. Merchant, is 
simple: Don’t let °em fool you! 
Double X is Double X —there’s 
nothing like it in America. There 
is only one Double X and we 
make it. And, wise merchant that 
you are, you will see that your 
customers get what they ask for: 
the one-and-only Double X! 


Schalk Chemical Co., 357 East 
Second Street, Los Angeles and 
3932 So. Lincoln St., Chicago. 
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DOUBLE X FLOOR CLEANER 
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The ATLAS TACK 
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THE NEW tack pox 


Something new and revolutionary for the trade, in '-lb. pa- 
pers. A real seller! Below, the complete line in color—% lb., 
¥% lb. and 1 lb. The % lb. is packed in a fancy display carton. 


Attractive merchandising features make Atlas the leader. 


Stock the complete line. 
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YOUR CUSTOMERS WILL DEMAND IT, 
BECAUSE— 


It can’t tip over. 

The bottom is sealed and tacks can’t leak out. 

The large top opening removes danger of pricked fingers 
in taking out tacks. 

This amazing new package comes to you in convenient, 
attractive, self-selling counter display cartons. Put it to work 
on your counter and notice how your customers welcome 
this new feature. 


THE COMPLETE LINE IN COLOR 


The complete line—\% lb., 14 lb., 42 Ib. and 1 lb.— now 
colorfully packaged in “hardware” orange and blue will 
make a cheerful, sales-boosting display on shelves and 
counters. The tacks are the same high quality that has been 
known and accepted by the trade for a generation. 


USE THE COUPON FOR SAMPLES 


If you have not yet received samples of these sales-pro- 
ducing packages, use the coupon today. It’s especially im- 
portant to use every help you can—NOW. Samples will 
be promptly mailed. 


Distributed through Hardware Jobbers 
ATLAS TACK CORPORATION 


Fairhaven, Massachusetts 


ATLAs TacK CORPORATION 
Fairhaven, Massachusetts 


Please send me samples of your new flat lb. tack box and 
your "4 lb., % lb., 4 lb. and 1 Ib. packages in cheerful hardware 
orange and blue. 


Name 





Address 
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Made to Keep Skaters 
and Dealers Satisfied 


The reason so many skaters buy and 
recommend Union Hardware Roller 
Skates is because they find them en- 
tirely satisfactory. 


The reason so many dealers continue 
to sell these skates is because of the in- 
creasing demand for them, due to the 
universal satisfaction they give. These 
facts, coupled with the many popular 
patterns to select from, the sustained 
quality and prices that insure economy 
to every customer, make 


UNION HARDWARE 


Ball-Bearing Extension Roller Skates 


a decidedly profitable line for dealers 
to handle. Our sole aim is to continue 
to make them so everlastingly depend- 
able that skaters will have no reason to 
change to other skates. 


In other words—once a Union Hard- 
ware skate customer — always a cus- 
tomer. It’s the REPEAT sales that keep 


a roller skate business profitable. 


Get Our Latest Catalog 


It illustrates and describes our complete 
line of Roller Skates. A large stock is un- 
necessary, as one skate extends to prac- 
tically all sizes of shoes. 


HARDWARE COMPANY 





Reg. U. 8. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 


New York Office: 151 Chambers St. 





When you realize that more than two 
million pairs of roller skates are sold 
each year, you can see what a growing 
demand there is for roller skates. 


With their rugged construction, easy 
rolling ball-bearings, quick extension 
adjustment feature, sturdy grain leath- 
er straps, etc., Union Hardware Roller 
Skates are unsurpassed at the price. 






All Jobbers 
handle Union 
Hardware 

Roller Skates 
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Fe | m @ i n DUMPS — WATER SYSTEMS — HAY TOOLS — DOOR HANGERS 


WATER 


Myers Self-Oiling Automatic Water Systems stand out for their 
dependability and long life in service. Their excellence of 

























construction, important improvements and performance records, 
now so essential to profitable and satisfactory sales, are appreciated 
more and more each day by those who supply their trade with 
the best the market affords at prices consistent with sound business 
practice. 


The wisdom of standardizing on a line like the MYERS with its 
firmly established reputation for quality is apparent. Styles and 
sizes for any need up to ten thousand gallons of water per hour— 
shallow or deep wells—inside or outside installation—motor or 
engine power—belt, chain or direct drive—pressure tank, open 
tank, direct or distant discharge—nothing has been overlooked to 
give those who sell and install Myers Water Systems every 
advantage to secure business over a broad field of sales activities. 


Briefly, Myers advantages are so numerous and so outstand- 
ing that the name MYERS is now recognized as the “biggest 
name" in water. It will pay you to thoroughly investigate 





© the Myers line and the sales opportunities it presents 
~ for profitable business in your locality. And remem- 





ber, today's prices are still the lowest in history. 


Write or wire. 


The 
F.E. MYERS & BRO. CO. 
Ashland, Ohio 










oiscH Tomy: i 
wOUSE Ltn 











PUMPS FOR EVERY PURPOSE 
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Farmers have neglected their fencing just 
about as long as they dare. With a tre- 
mendous “backlog” of fence demand and 
rising prices for farm products, the pros- 
pects for fence sales in the near future 
have never been better. 

Many farm authorities believe that fence 
will be the first item to receive the farm- 
ers’ attention. It is certainly one of the 
most pressing of the farmers’ needs. 

The wise dealer will be ready for the 
farmer with a complete stock of fences. 
There is no better time than right now 
to stock up! The fall fence-building sea- 
son is at hand. Fence prices are more 
favorable now than they are likely to be 
ever again. Dealers who stock up now 
will gain an extra profit by inventory ap- 
preciation when prices rise. 


Piltsburgh 
Fence 






PITTSBURGH STEEL CO. 
PITTSBURGH, PA. 


Also Manufacturers of Pittsburgh Steeltex Lath for plaster, 
| sone) oLbb ofall \<-)b ab cos cot b ale MMB Co) @oloyales¢-1(-W s1-04 ol 1 MMA '\'bb¢-MS 7-40) (1 
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SOLKA Sales Demonstration Plan 
Proves Convincing Method of 


Selling Roofing Jobs + +4 « « « 


Dealers find Exclusive SOLKA Features 
Turn Worst Competition into Profits 


E the first in your community 
to put the Solka Sales Demon- 

1. LONGER stration Plan to work. Regardless 
LIFE of what brand Asphalt Shingles or 
‘apeanapememe, Roll Roofings you sell if it is of 
Solka Base* you, your carpenters, 

2. MORE builders and roofers can demon- 
FLEXIBILITY strate roofing quality as well as 


Moulds easily around angles a 
and corners without breaking. talk it. 


3. GREATER Note the exclusive sales fea- 
STREN GTH tures—longer life, greater strength, 
riiente done? toughness, flexibility and firmer nail 
FIRMER grip—of Solka Roofings. Each goes 

right to the heart of the buyer and 
NAIL GRIP his pocketbook. No wonder dealers 


Clings to nails under wind pres- ‘ a a 
wrewithoutbreckingoreecking. are setting job after job on these 






WHAT IS SOLKA? 










ee roe non-competitive features—jobs that 
pag af edhe When You Can Demonstrate their competitors failed to secure 
textiles, shoes, roofings, and I ‘ if 

sagas sities de as well as Talk Roofing Quality even on a price basis. 





Solka 


srevath esi am vou the Sale is Made +~ +7 + yf Nomerchandisingly minded 

























ness and vet absorbent 
that they for 
use _. bong , f patna singer contractors have sold feature contributes a plus in roofing dealer can afford to pass up such a 
produc which re P . — A é 
> sa peaerh eal ‘Soch the quality of Asphalt Shingles and service and economy, that both youand : 
Se nha, fibre 3 eeeniee Ned Roofmgs on thickness, weight, design, your customer’ arg bound to appreciate. sales builder sO mail the coupon for 
together as a hase for Arphalt olor and the reputation of the manu- : : : ; ; ; 
Roofing: are permittedtocarry : Mail the © for the Solk s . 
the fing are permite the facturer. Now, thanks to Solka (a puri- Pi see eed a soe F this plan You will want to put this 
ans ae fied cellulose roofing base), ers pad re-roofing folder prepared especially plan of searching out prospects and 
Bayar demonstrate the fine qualities of these fo. Contractors. Start now to demon- . ™ . 
SOLKA roofings, as well as talk about them. strate as well as talk Roofing Quality. demonstrating roofing qu ality to 
BASE ‘Bg Note the four exclusive sales features Then watch how quickly you close ° a, 
q J of Asphalt Roofings of Solka Base. Each roofing and re-roofing jobs. work in your community ° 
The following manufacturers supply [ EROWN COMPAS, Pertnd, Mas SCS * Purified Cellulose. 
dealers with Solka Base Roofings. . —— wena yt mys « Sales Demonstration Packet. § want more 
The Philip Carey Company Rae 
MeHenry-Millhouse Mig. Co. dren pan 
| The Weaver-Wall Company Dealer's Name en 
t m = a ee 
6-8-33 
: * © BROWN COMPANY, 
The following roofing manufacturers list - pnw or ate 


Solka Base Roofings in their price schedules: 


The Philip Carey Company 
MeHenry-Millhouse Mig. Co. 
The Weaver=-Wall Company i tt | 


Solka Has Varied Uses in Industry. Many of the Shoes You Buy, the Clothing You Wear and the Furnishings of Your Home Are Better Products Because of Solka. 


| 
I 
' 
Tell us about the Solka Sales Demon- |! 
stration Plan. We want more roofing and re-roofing jobs. ; 

i 


Name of Company ps aieighaeenislaananbmacaaaanapiaesacets 1 


I III 6s. <0cesn coasenncinssdcenieniadaadsouseesuatanioaned ; | 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s we Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, etc., an 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Leading makers of edged tools 
issued about July 17, notices withdraws 
ing the low June quotations on axes, 
hatchets and hammers, preparatory to 
announcing higher prices. The ex- 
pected amount of the advance on axes 
is about 10 per cent, and on hatchets 
and hammers about 25 per cent, with 
the most inexpensive forged hammer 
priced to retail at 50c. 


* e¢ . 


Since offering shovels of type 
and value to meet foreign competition, 
the Skelton Shovel plant, American 
Fork & Hoe Co., Dunkirk,-N. Y., has 
been operating triple shifts on these 
and other products. Company officials 
report that orders will necessitate 
greatly increased production and em- 
ployment before the end of the cur- 
rent quarter. 

x % & 

Lumbering tools, including cant 
hooks, peavies, tongs, etc., are in- 
creased 10 per cent by new price lists 
from important manufacturers. This 
change restores the prices in effect be- 
fore last year’s drop. 


ee © #& 


Wood ladders of all types, in- 
cluding painters’ trestles and extension 
planks, are up 10 per cent, and the 
feeling is general that similar wood 
products are due for further rise. Kraut 
cutters have advanced about 5 per 
cent, in addition to withdrawal by the 
manufacturers of all freight conces- 


sions. 
* * * 


The H. B. Ives Co., withdrew 
prices on July 15, advising the trade 
of its action from the plant’s offices, 
New Haven, Conn. The company is 
preparing new prices for early distri- 
bution. 
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____-HIGHLIGHTS 


Core solder prices are still going 
up, as shown by the new list issued by 
the Kester Solder Co., raising 1 Ib. 
spools of acid-core and rosin-core 2c. 
per lb. to 58c. On July 21, the Gar- 
diner Metal Co., raised their price one 
cent per pound on similar grade and 
package, to 51 cents. Standard 50-50 
bar solder has held steady, though 
tin has reacted a trifle from its peak 
quotation of mid-July. 


* * * 


On Dickson Lead Head Roofing 
Nails the increased cost of lead has 
caused a further advance. The revised 
factory quotation, effective July 15, is 
about 10 per cent above the prices long 


ruling. 
* * * 


Asbestos paper and millboard, 
for furnace and heating insulation, 
were marked up on July 20 50 cents 
per 100 lb., or 12% to 15 per cent. 
Air-cell, or corrugated, paper was ad- 
vanced 50 cents per roll on the same 
date. 

* * * 

Asbestos pipe covering, two, 
three and four ply, together with wool 
felt, and nearly all other pipe cover- 
ing insulations have also been raised 
in price approximately 16 2/3 to 20 per 
cent. Similar insulating materials have 
all been correspondingly revised. 


* + 


Confirmation of still another ad- 
vance, July 23, on prepared roofing, 
also on shingles, has come from all 
leading makers. Heavy slated roofing, 
f.o.b. mill points, has now been raised 
to $1.76, from $1.67 per square last 
quoted, and from $1.41 ruling in April. 
The 75 lb. slated grade is now $1.65, 
formerly $1.53 per square. Competi- 
tion smooth roll roofings are now 


quoted, 35 lb. at $0.82, 45 lb. at $1.00 
and 55 lb. at $1.18, all 9 cents per 
square up from the July 6th schedule. 
Square-tab light shingles have been ad- 
vanced 23 cents per square to $4.47, 
and hexagon shingles were marked up 
18 cents to $3.59 per square. 


* %*+ * 


In steel trap sales, the prices of 
raw fur are a controlling factor. With 
the decline of raw fur values after 
1929, sales of traps dropped propor- 
tionately. The situation has again 
changed sharply. For example, recent 
New York quotations on muskrat were 
up 60 per cent, and on skunk up 50 
per cent. Other fur prices have been 
increasing accordingly. Wholesalers 
feel that present trap prices are low, 
and that dealers who have not yet pur- 
chased should do so at once. 


* %&+ 


Following a general withdrawal 
of builders’ hardware prices, a very 
sharp advance has been issued on all 
rim lock sets to a wholesale cost near- 
ly double last year’s low marks. Mortise 
lock sets, now marked up about 50 
per cent, have taken their first advance 
from the bottom depression levels. 
Higher prices are also general on the 
corresponding knobs and fittings. 


x * * 


The McKinney Mfg. Co., advise 
that increased demand for builders’ 
hardware has resulted in practically 
doubling the number of workers em- 
ployed at its Pittsburgh plant during 
July. The company announced a gen- 
eral wage increase of 10 per cent 
throughout its plant, affecting more 
than 400 workers. At the same time 
a 10 per cent advance on its line be- 
came effective. 
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Higher prices on Leonard elec- 
tric refrigerators will become effective 
Sept. 1, according to a recent announce- 
ment by R. I. Petrie, general sales 
manager, Leonard Refrigerator Co., 
Detroit and Grand Rapids, Mich. The 
lowest priced model in the line will 
be advanced from $99.50, installed, 
plus freight, to $112, installed, plus 
freight, while other models will be 
subject to similar price increases. The 
steadily mounting costs of raw mate- 
rials, it is said, have made the proposed 
advances necessary. 


* + 


The third advance on auto tires 
since May 1, was announced July 26, 
by leading manufacturers. Sears, Roe- 
buck & Co., also placed a like advance 
into effect. The latest advance still 
leaves the prices of many sizes of tires 
below the levels prevailing prior to the 
25 per cent decline of last March. Cur- 
rent crude rubber quotations are 160 
per cent above the level of last March, 
while cotton is 60 per cent above its 
March price. 

* an * 

Nickel-plated and chrome-plated 
zinc sheets have been also advanced, one 
cent per pound, by Apollo Metal Works 
and other leading plating and finishing 
companies. 

* * * 

Dieckmann round galvanized con- 
ductor elbows and shoes were advanced 
on July 24—the 28 gage from 65 per 
cent to 60 per cent off lists, and the 26 
gage from 50-10 per ceni tu 50 per cent 
discount. Square elbows were also in- 
creased 10 per cent in price, Armco 
round elbows 74% per cent, and all pat- 
terns of solid copper elbows about 10 


per cent. 
* * * 


Beverage bottles and jugs have 
advanced 25 per cent, and crown caps 
15 per cent. Demand for these lines 
continues unabated. 

* * * 


Paint brush manufacturers have 
withdrawn prices, effective July 24, and 
are filling new orders at an average ad- 
vance of 20 per cent above old prices, 
until corrected new figures are released. 


* * * 


The price of putty is expected to 
advance, due to high prices on linseed 
oil, but no new figures have been an- 


nounced. 
* * * 


Bright and brass wire goods— 
hooks and eyes—marked up about 25 
per cent not long ago, were again raised 
(about five per cent) by new July 15 
quotation sheets from all manufacturers. 

7. * 


Electrical house lighting fixtures 
are up 10 to 20 per cent, and rubber- 
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covered wire and lamp cords have ad- 
vanced a further 10 per cent. Rigid 
conduit has followed steel pipe with 
about a 10 per cent mark-up. Rubber 
insulating tape advanced August 1 two 
cents per pound. 

* * * 


The U.S. Industrial Alcohol Cor- 
poration has advanced the price of anti- 
freeze alcohol to 34 cents a gallon in 
carload lots in drums f.o.b. plant, effec- 
tive July 26, against a recently an- 
nounced price of 32 cents. This restores 
the wholesale cost to practically the 
same level as a year ago. 


®.@ ® 


An advanced price schedule on 
sheet zinc was issued July 12 by the IIli- 
nois Zinc Co. and others—a mark-up of 
50 cents per 100 lb. base over the sheet 
in effect since July 8, 1931. On base 
sizes, the advance figured about 54% 
per cent. The extras for packing and 
sizes are unchanged. 


* + 


On all cotton goods, there is great 
confusion as to values among wholesal- 
ers and retailers alike. Advances on 
some lines have been enormous—others 
have been most moderate, with more 
sure to come. In general, changes have 
followed one another so rapidly that the 
new values have been only partly passed 
along to the dealer. 


* 2 


The steady rise in steel opera- 
tions since the last week of March, when 
the industry was at 14 per cent, was 
checked during the past two weeks, 
when Iron Age announced that steel in- 
got output had declined from 59 to 57 


per cent of capacity. 
* * * 


Retailers are fully aware of their 
responsibilities in the price situation, 
and, while recognizing that higher re- 
tail prices are inévitable, they know 
that increases must be made gradually 
and with due regard for consumer pur- 
chasing power. The retailer is in a 
difficult position, serving as the point of 
contact with the consumer, and is apt to 
bear the brunt of price dissatisfaction 
which develops. On the other hand, 
while trying to keep merchandise costs 
down, both retailer and wholesaler must 
support the manufacturer. 


* * * 


The E. C. Stearns Co., manufac- 
turers of hardware, reported that sales 
for the first six months of this year were 
more than double those of the corre- 
sponding period in 1932. Company off- 
cials report the outlook as promising 
and expect to maintain production in 
the automotive hardware division on a 
near-capacity basis throughout the rest 
of the year. 


Sherwin-Williams sales in June 
were 47.2 per cent greater than in June, 
1932, and 21.8 per cent ahead of May 
this year. The June rate of business 
was 201 per cent greater than in Febru- 
ary and 153.8 per cent greater than in 
March, this year, when orders were 
sharply curtailed due to the banking 
difficulties. Directors have voted to 
resume dividend payments on the com- 
pany’s common stock, and earnings, 
officials said, for the 10 months ended 
on June 30 were enough to provide a 
comfortable margin over dividend re- 
quirements. The company also ap- 
proved a general wage increase of 11 
per cent, effective Aug. 1, and applicable 
to all classes of workers. 

* * * 


A 10 per cent wage increase in 
the wages of all of the 3750 factory and 
office workers of the Libbey-Owens-Ford 
Glass Co., Toledo, Ohio, has become ef- 
fective. The company’s net profit in 
the second quarter of the year, ended 
June 30, was $1,533,980.01. 


* + 


A gratifying sales increase for 
the first six months of the current year, 
as compared with the same period of 
1932, has been reported by L. B. Roth, 
manager, The Eclipse Machine Co., 
mariufacturers of Eclipse lawn mowers, 
Prophetstown, Ill. The company’s rep- 
resentatives are now covering their ter- 
ritories with a new resale plan for 1934, 
and from orders being received daily, 
the outlook is adjudged as highly prom- 
ising. 

* * * 

Frigidaire reports exceptional 
improvement in sales volume in all three 
of its divisions—household, commer- 
cial, and air conditioning—with June 
sales total showing marked gains over 
the preceding month and over the cor- 
responding month of last year. The 
improvement is national in scope and 
only a few of the 44 districts in the 
company failed to produce increased 
volume, according to H. W. Newell, vice- 
president, Frigidaire Corp. 

* * * 


Aligning itself with the recovery 
program, Servel, Inc., Evansville, Ind., 
manufacturers of gas and electric re- 
frigerators, on July 15 granted a five 
per cent raise to factory workers, pre- 
liminary to the adoption of an industial 
code. 

* * * 

A generally better outlook for 
building supply sales is seen in the re- 
port issued by F. W. Dodge Corp. as 
to June building awards. Construction 
contracts in the states east of the Rocky 
Mountains during June made a gain of 
almost 34 per cent over the total for 
May, reaching to about nine per cent 
under June, 1932—though still only 19 
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per cent of the 1923-25 average. The 
smaller, or privately-financed building 
undertakings, as distinguished from 
public work jobs, increased 40 per cent 
over May, 1933—and more than 50 per 
cent over June, 1932. 


&¢ 2 @ 


United States cotton spinning op- 
erations reached a new high record of 
activity in June. The census bureau 
reports that operations were 129.1 per 
cent of capacity, on a single-shift basis, 
compared with 112.3 per cent in May of 
this year and 57.7 per cent in June last 


year. 
* * * 


Railroad freight traffic rose to a 
new 1933 peak of 648,206 cars during 
the July 15 week. The gain over 1932 
was 144,445 cars, the tenth consecutive 
week in which traffic has exceeded a 
year ago. With the exception of the 
week ended Oct. 15, 1932, traffic now 
is the heaviest since the middle of No- 
vember, 1931. With leading railroads 
reporting further increases in freight 
movements for the July 22 week, it 
seems likely that final reports for that 
period will show another general gain. 


* * * 


Business failures continue very 
low. The number in the United States, 
for the week ending July 13, as reported 
to Dun & Bradstreet, Inc., was 343, com- 
pared with 650 a year ago. All sections 
of the country shared in the record of 
fewer failures, by far, than a year ago. 
The decline was somewhat more pro- 
nounced in the south and the mid-west, 
though there was a very substantial de- 
crease in insolvencies in the east, as 
well as in the Pacific Coast States. For 
the week ended July 20, there were 366 
failures reported as compared to 636 a 
year ago. 


* + 


Price advances are overwhelm- 
ingly the rule on all finished goods 
The Annalist index of wholesale prices 
shows a rise of 17 per cent from the 
low of the year. Against this there has 
been an advance in retail levels of but 
4.2 per cent since April, according to 
the Fairchild retail price index. In 
other words, while new goods cost much 
more, retail prices have not been put 
on anywhere near a replacement basis. 


* * 


The second wage increase within 
ten days was placed into effect by Henry 
Disston & Sons, manufacturers of saws 
and files, Philadelphia, Pa., on Aug 1. 
Two thousand employees will receive a 
raise in piece-work rates and salaries, 
totaling with previous increase, granted 
on July 18, of 15 per cent. 
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Manufacturers’ sales of motor 
vehicles in the United States in June were 
253,322 units, the highest since May 
1931. The sales compared with 218,303 in 
May and with 183,106 in June 1932. 
Passenger cars accounted for 211,448 
units, and trucks were 41,839, compared 
with 160,103, and 22,768 in the like 
month of last year. 


* * * 


Debits to individual accounts, as 
reported to the Federal Reserve Board 
by banks in the leading cities for the 
week ended July 19, aggregated $8,082- 
000,000, or six per cent above the total 
reported for the preceding week, and 29 
per cent above the total for the corre- 
sponding week of last year. 


* & 


Wholesale prices, in the week 
ended July 22, increased about 1.2 per 
cent, reports the Bureau of Labor Statis- 
tics. This compares with an advance of 
2.5 per cent in the previous week. The 
index number stood at 69.7, as compared 
with 68.9 for the week ended July 15. 


&® @ 


Metal working plants are not buy- 
ing speculatively, according to a recent 
survey made by The Iron Age. It was 
found that prior to May 1, the average 
company manufacturing metal products 
was buying sufficient materials to last 
for approximately four weeks. Now 
purchases are being made to take care 
of requirements about seven and one- 
half weeks ahead. 


* * * 


The steel wage rise of 15 per cent 
was made general in all the plants of the 
United States Steel Corp., a few days 
ago. It has not as yet been estimated 
how many additional men will be re- 
quired under the steel industry’s code, 
to comply with the provision for a 40-hr. 
week, and the industry as a whole is still 
using the system of rotation of labor 
found successful in giving more men 
some work, during the recent slump in 
steel production. 


* * * 


Auto makers raised wages a few 
days ago on an average of 15 per cent. 
Thousands of employees in the industry 
will receive fatter pay envelopes. Many 
of the companies have also added thou- 
sands of workers to their payrolls since 
production was sharply stepped up this 
Spring. 

* * *% 


Farmers’ cash income in June 
rose 37 per cent, or about $388,000,000 
more than in the same month last year, 


according to recent estimates. This 
figure, it is said, is well above the highest 
point reached in 1932. 


* * * 


Business activity quickened its 
rate of improvement during June and in 
the first half of July, according to the re- 
port of the National Industrial Con- 
ference Board released on July 23. 
Since the beginning of the upturn in 
April, roughly 40 per cent of the ground 
lost between June 1929, and March 
1933, has been regained. The gains in 
production and shipments have come at 
a time when recession was seasonal. 


* * * 


Incidentally, building, the hard- 
est-hit of all major industries, has started 
a steady betterment under the impetus of 
advancing material costs, and the com- 
petitive influence of large public works 
projects now starting. Even privately 
financed construction contracts—resi- 
dential and industrial—are approaching 
last year’s levels for the first time. With 
better building, the hardware stores will 
win back some long-missing and sorely 
needed sales volume. 


* * * 


A great number of industrial con- 
ferences, affecting hardware lines, are 
being held. Some of the proposed pro- 
grams, news of which has leaked out, 
seem well-balanced and fair — others 
have apparent inequities of serious 
nature—such as preferential treatment, 
on jobbers’ basis, for department stores 
on relatively small purchases. 


* + 


Several States have adopted 
tourists’ fishing licenses as a means of 
attracting tourists and others who may 
have but a short time to visit in any 
one State. The States where part-time, 
non-resident anglers’ licenses are avail- 
able, with their duration and cost, are: 
Alabama, 7 days, $2; Arizona, 15 days, 
$2.50; Arkansas, 15 days, $1.10; Kan- 
sas, 15 days, $1; Maine, 30 days, $3.15; 
Missouri, 15 days, $1; New Hampshire, 
3 days, $1.35; Oklahoma, 10 days, $1; 
Texas, 5 days, $1.10; West Virginia, 
1 day, $1; Wyoming, 5 days, $1.50; 
Vermont (Lake Champlain), 5 days, 
$1.50, and Maryland (Deep Creek 
Lake), 3 days, $2. According to Tal- 
bott Denmead of the Commerce De- 
partment’s Bureau of Fisheries, who 
compiled this information, the system 
permits an angler to buy a license in 
proportion to the value given, while also 
increasing the revenue for the State 
issuing the non-resident license. 
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Typical examples of Eagle Stores 
advertising in the Cleveland Press 
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Sixty-four Cl 
Foeusing Efforts on A 


Large newspaper advertisements every Wednesday night 
—No collective buying—Local wholesalers cooperate 
furnishing merchandise—Costs only $3 per week per 
store—Increases store traffic and puts Eagle Hardware 
Stores in competition at a profit—W holesalers may sell 


same values to non-member stores. 


W holesaler-retailer 


relations entirely informal. 


AST November, a group of pro- 
L gressive Cleveland, Ohio, hard- 
ware merchants organized the 

Eagle Hardware Stores, Inc., a co- 
operative merchandising organiza- 
tion. Its function is to help hard- 
ware dealers sell more goods profit- 
ably, in competition with the current 
local market. This group has not 


and will not enter into any collec- 
tive buying. Its efforts are focused 
on advertising and selling. Local 
wholesalers cooperate by furnishing 
required merchandise values at the 
right price, but each Eagle member 
buys where he wishes, in the quantity 
he wishes and makes his own in- 
dividual transaction with the jobber 
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. q large.—The Editor. 
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Because of the misinterpretations placed on previous articles ~ . 
dealing with wholesaler-retailer relations, HARDWARE AGE 
here states that publication of this and other articles are not 
to be construed as an endorsement for any wholesaler or 
any group of wholesalers. This story, previous and future 
stories on this important subject are published for their news 
value and for the information of the hardware industry at 
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By CHARLES J. HEALE 


Editor, Hardware Age 
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at all times. Participating whole- 
salers are free to offer the same mer- 
chandise values to stores not affili- 
ated with the Eagle group and are 
doing so. 

The outstanding feature of the 
Eagle activity is the weekly coopera- 
tive newspaper advertising, examples 
of which are reproduced with this 
story. These ads are three or four 
columns wide and measure vertically 
more than two-thirds of the page 
depth—nearly a half page. The first 
Eagle Hardware advertisement ap- 
peared April 5. It was a double page 
spread in The Cleveland Press, which 
paper has carried the subsequent 
Eagle advertising every Wednesday 
night. This schedule was selected so 
that the special values offered are 
available for three days—Thursday, 
Friday and Saturday. At present, 
64 representative retail hardware 
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stores are in the Eagle group. All 
stores are located in the Metropolitan 
Cleveland area which includes ap- 
proximately a 20-mile radius around 
Cleveland Public Square. Collec- 
tively, these stores cover this area to 
such an extent that practically each 
residential section is served by a 
convenient Eagle member. 


Tie In With Ads 


To get the maximum results from 
the newspaper advertising, Eagle 
members are expected to display in 
their windows, Thursday to Satur- 
day, the same merchandise that is 
featured in the Wednesday night ad- 
vertisement. Suitable interior dis- 
plays of this merchandise are also 
urged that the sales appeal tie-up 
may be most complete. To facilitate 
visible price marking, price cards in 






two sizes are available from Eagle 
headquarters at low cost. These bear 
the Eagle insignia, as do letterheads, 
billheads, envelopes, etc. of mem- 
bers. This also appears in the ad- 
vertising and on the windows of all 
participating’stores. Later all Eagle 
stores may be painted orange and 
blue, but at no time will a member 
be asked to submerge his identity in 
favor of the group name. 

Any reputable hardware merchant 
in the Cleveland area is eligible for 
Eagle membership. Initiation fee is 
$25 per firm, paid in advance and 
dues are $3 per week per store. The 
latter fee is the dealer’s share of the 
cooperative advertising cost. The 
first annual advertising budget of 
the Eagle group approximates $15,- 
000. Of this, more than two-thirds 
will be paid by the dealer’s $3 week- 
ly assessment. The remainder comes 
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Typical information data sheets such 

as members receive at Friday night 

general meeting or in the mail if not 

present at the meeting. These sheets 

tell goods to be advertised, suggested 

retail price and sources of supply ready 
to furnish goods 


Below: A Friday night general meeting 
group of Eagle stores members 


a 


P 4 
5 
Ye 


from manufacturers interested in 
promoting the sale of some _par- 
ticular product in cooperation with 
the Eagle group. No pressure is put 
on manufacturers for such assistance, 
nor does such help guarantee any 
specified amount of business from 
members. As mentioned before, the 
purchase of any goods is an indi- 
vidual matter. 

Much of the organization’s prog- 



























ress is due to the unstinting and un- 
selfish labors of John C. Blaser, 
president of the Eagle Hardware 
Stores, Inc. Modestly, he says the 
credit belongs to the group of men 
who aided in the organizing efforts. 
A. Gould is vice-president; George 
Eisenberg is treasurer and L. Man- 
they is secretary. These four officers 
and seven other elected members 
comprise the board of trustees, the 
steering committee of the group. The 
trustees meet every Tuesday night. 
On the same night, in an adjoining 
room, the advertising committee of 
five has a meeting. Every Friday 
night, a general meeting for all mem- 
bers, is held. This is the place where 
the trustees and the advertising com- 
mittee submit their recommendations 
for the approval or rejection by the 
majority. Before a vote is taken, 
every opportunity is provided to en- 
courage all members to express opin- 
ions so that final decisions are truly 
representative of the collective think- 
ing of the group. 

The first Friday meeting of each 
month is “open-house night,” when 
wholesalers, manufacturers,  sales- 
men,” prospective members and all 
others interested in Eagle activities 
are welcome. At such meetings also, 
informal discussions are invited. 

The five members of the advertis- 
ing committee are progressively ap- 
pointed by President Blaser, who 
selects one man from each of five 
geographical areas. Each man serves 
five weeks. Each week one member 
goes off the committee and is suc- 
ceeded by a new member from the 
same district. This plan spreads the 
responsibility and authority, assures 
representative recommendations, and 
provides some new blood each week 
with sufficient veterans on every com- 
mittee. 

At its Tuesday night meeting, the 
advertising committee selects mer- 
chandise to be advertised eight nights 
later, making a choice from written 
suggestions turned in by members at 
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the previous Friday meeting or sub- 
mitted in writing between the two 
meeting periods. When the adver- 
tisement is completed, the committee 
prepares a list of the merchandise 
selected, plus the suggested retail 
selling prices. Copies of this data 
are mailed the same night to The 
George Worthington Co., The W. 
Bingham Co., the Lake Erie Hard- 
ware Co., (Cleveland wholesale hard- 
ware firms) and other local sources 
of supply. Any or all of these sup- 
pliers may decide to furnish some or 
all of the merchandise listed. Ob- 
viously, the goods must be offered 
at a price which permits the stip- 
ulated resale with some margin. The 





























A uniform style of price ticket is used. 
Orange card and black ink 


merchandise and the suggested re- 
tail selling prices are determined by 
existing competitive conditions. It 
is incumbent upon each supplier to 
notify Secretary Manthey just what 
merchandise the supplier is prepared 
to furnish Eagle members on the 
price basis mentioned. This infor- 
mation must reach Mr. Manthey Fri- 
day morning for distribution to mem- 
bers that night. At the Friday night 
meeting, mimeographed copies of 
the list of merchandise, suggested 
retail prices and available sources of 
supply are distributed to members. 
Absentees received the same informa- 


A. Gould, Vice-Pres. J. C. Blaser, Pres. 
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tion by mail the next morning. From 
that point on, individual Eagle mem- 
bers make their own arrangements 
for obtaining the goods to be adver- 
tised. The credit responsibility rests 
entirely with the wholesaler. Samples 
of the information sheets are shown 
with this story. When merchandise 
to be advertised is known to be “in 
stock” with most members the in- 
formation sheet is marked accord- 
ingly. The advertising committee is 





SUGGESTED ITEMS TO BE ADVERTISED 
ARTICLE PRICE JOBBER 
Name 
Address —— 
BAF Bring this Card to the Meetings or Mail to the Secretory “Wi 











Cards (reduced) used to suggest items 
to be advertised 


required to study the advertising of 
chain, mail order and department 
stores and to give some attention to 
the merchandise and prices offered 
by these outlets. It is the job of 
this committee to keep Eagle mem- 
bers in competition at a profit with 
the help of the local wholesalers. 
When the advertisement appears, 
members are asked to paste up 
copies on their windows and in their 
stores. 

The Eagle Hardware Stores have 
no intention of promoting private 
brand merchandise under the group 
name. It has been necessary to ar- 
range for Eagle branded goods on 
two items not available on any other 
basis, but this is an exception and is 
not indicative of the group’s aims. 

At a recent Friday night, general 
meeting [| had an opportunity to 
meet ‘with 45 participating Eagle 
members. It is an enthusiastic crowd 
and unanimously reports increased 
store traffic and improved sales on 
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lines advertised. It is easily realized 
that every member can be certain to 
get full return on his $3 a week ad- 
vertising investment. This coopera- 
tive plan permits these dealers a kind 
of advertising which no single dealer 
could afford. Nor would a Metro- 
politan Cleveland paper be a suitable 
as all these men do, a neighborhood 
medium for a single dealer serving 
trade. I learned that one ad on lawn 
mowers sold more than 500 among 
the group. An ad featuring electric 
iron cords sold 10,000 units, etc. 
Dealers reported sales directly trace- 
able to the advertising from such 
points as Elyria 27 miles away, Ash- 
tabula, 55 miles away and Bedford 
17 miles away. 

Cleveland department stores and 
chain groups are quite conscious of 
the Eagle advertising activity. Their 
ads and their tactics prove this. A 
drug chain started to use garden 
hose as a loss leader this spring. The 
Eagle group gave battle and drove 
the drug chain out of the garden 
hose business. To a lesser degree 
other battles have been won. 

The wholesalers cooperating with 
the Eagle group speak highly of the 
plan. In many particulars, this plan 
of wholesaler-retailer cooperative ac- 
tivity will appeal to the hardware 
trade. 
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N. R.A. Drive Is Launched 


Employers Asked to Sign the Blanket Code 


| NPRECEDENTED in its in- 

tensity, the publicity drive to 

lead the country out of what 
President Roosevelt calls the “eco- 
nomic hell” of the past four years is 
well under way. While lacking the 
martial fervor of the war days, it has 
taken on a breadth that never before 
was equaled. Emotional, social and 
economic appeal is being made 
through every conceivable channel 
to arouse the public to the import- 
ance of “the cooperation that comes 
from opinion and from conscience.” 
Upon this President Roosevelt rested 
his case when he launched the drive 
through a stirring radio talk on the 
night of July 24. This tremendous 
move, it is hoped, will mark the final 
effort against the depression. 

The radio, the daily and trade 
press, magazines, posters, labels, fra- 
ternal, civic, mercantile and other or- 
ganizations throughout the land are 
being used to carry the message 
down to individuals in every com- 
munity in the country, regardless oi 
size. 

Employers of all classes, retailer, 
wholesaler, manufacturer, etc., are 
being asked to sign the blanket code 
“in the name of patriotism and hu- 
manity,” to use the President’s 
phrase establishing uniform higher 
wages and shorter hours. Expansion 
of employment and purchasing pow- 
er is the immediate objective. Un- 
less that is accomplished serious 
danger lies ahead, in the opinion of 
administration officials. 

Centered about the National Re- 
covery Administration, the campaign 
has its genesis in the firm conviction 
of General Hugh S. Johnson that the 
rapid rise of retail prices ahead of 
consuming power might precipitate 
another crisis. 


“There were 12,000,000 peo- 
ple out of work,” declared Ad- 
ministrator Johnson. “Their re- 
sources were sapped. The gov- 
ernment’s resources to help were 
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GENERAL HUGH S. JOHNSON 


sapped. This event that is going 
on is more important than any 
in the country’s history. We are 
opening the door of opportunity 
for industries to come in and co- 
operate.” 


The administration has expressed 
gratification at the wide response 
from employers. Thousands of tele- 
grams and letters have been received 
promising whole-hearted support of 
the plan. There is no doubt that 
the movement has massed a force 
of public sentiment that certainly 
has never before been beheld out 
of actual warfare. That is the 
purpose of the campaign. It is 
intended that it shall be irresist- 
ible. It is proposed that it shall 
be as potent as a decree of the 
United States Supreme Court. 


To be continued until Dec. 1, the 
campaign aims to support the state- 





ment of President Roosevelt that 
“We are not going through another 
winter like the last.” That 6,000,000 
will be reemployed by Oct. 1, it is 
hoped. The administration naturally 
desires by means of its drive to do 
better than that. It is realized that 
it is a huge undertaking. 

The elaborate publicity set-up of 
the National Recovery Administra- 
tion (NRA) has been whipped into 
a much better organized bureau than 
it was in its original form when it 


‘was a welter of confusion. It could 


hardly have been otherwise. Never 
before attempted, the prodigious job 
of industrial mobilization through 
countless codes, countless problems, 
and countless tasks seemed appalling 
and impossible of accomplishment. 
But the indomitable General John- 
son has forged ahead through thick 
and thin, and order is being brought 
out of chaos, though admittedly the 
road ahead is rough. 

The publicity service, on which 
General Johnson places great value, 
has been reorganized by him. He 
has selected Charles F. Horner to 
supervise the campaign. Mr. Horner 
directed the Speakers’ Bureau dur- 
ing the Liberty Loan campaigns. 
Originally the publicity bureau was 
headed by Boaz Long, former diplo- 
mat. He has been assigned to spe- 
cial work. Frank R. Wilson heads 
the Organization Division. He was 
director of publicity in the Liberty 
Loan campaigns. The Speakers’ Bu- 
reau is in charge of Louis J. Alber 
of Cleveland. Labert St. Clair, who 
was publicity director for the Treas- 
ury Department during the Liberty 
Loan campaigns, has charge of the 
newspaper division. 


Employers who sign the 
blanket code, agreeing immedi- 
ately to raise wages and shorten 
hours, are being provided with 
an “honor insignia” bearing the 
initials N. R. A. which they are 
to display to indicate they have 
taken the “pledge.” The admini- 
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ployers be patronized. 


It resents published statements 
that those not signing the blanket 
code will be “boycotted.” Mani- 
festly, the government would not 
turn to such a vicious practice. But 
there are those who think ineptitude 
has been shown in urging patronage 
of signers of the blanket code. For 
it is quite understandable that the 
inference has been drawn that non- 
signers are not to be patronized. The 
administration intended no such in- 
ference. That is obvious. It also 
fully realizes that many employers 
already are straining their financial 
resources to meet payrolls and ex- 
penses. Some have gone much furth- 
er in this direction in the past than 
have some of the signers of the code. 
Actually they have long ago done 
what is now being asked by the gov- 
ernment. To penalize this class 
would be brutal and highly unfair. 
It would be a form of outright black- 
listing, intolerable. It would defeat 
the very purpose of the campaign. 
The government decidedly does not 
want any such tactics adopted. 


Blanket Code a Stop-Gap 


Rather the government is appeal- 
ing to the conscience of all who can 
to sign the agreement and it does 
not want those who can dé so to in- 
vent excuses for failure to sign. Also 
the government considers that the 
appeal is supported by sound eco- 
nomic self-preservation both for em- 
ployers and employees. The blanket 
code will serve as a stop gap. It 
will be supplanted by individual 
codes, only a small number of which 
have even gone as far as hearings, 
much less application. Where the 
terms have been applied obviously 
those affected are not asked to sign 
the blanket code. 

Complications almost without 
number may be seen from the 
blanket code plan and it may be 
that this extra-legal procedure will 
have to be modified by the Presi- 
dent. This is seen especially with 
relation to the provision covering 
prices. Signers of the code are 
asked not to increase prices except 
as required by costs incident to the 
farm-processing taxes and certain 
other factors. The inference is that 
additional costs arising from shorter 
hours and higher wages cannot be 
used to advance prices. To many, 
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stration is urging that these em- 





this appears to be an economic 
anomaly, a case of pulling oneself 
up by one’s boot straps. Likewise, it 
appears that the retailer is subjected 
to penalty in the requirement that 
he pay more to the wholesaler or 
manufacturer. For the wholesaler 
and manufacturer are to be per- 
mitted higher prices because of their 
increased costs and contracts made 
with retailers would be adjusted ac- 
cordingly. It seems clear that this 
plan will have to be revised. This 
is true also of other schemes in the 
plan. Perhaps moderate rises in 
prices all around may be determined 
upon. 


But the idea of forcing the 
purchasing power upward till it 
reached the production line is 
most definitely fixed in the mind 
of the administration. Unless 
that is done, General Johnson 
has unhesitatingly said the coun- 
try is headed for a terrific smash. 


Turning to the blanket code idea, 
it is realized, is to attempt an ex- 
traordinary remedy. The extraordi- 
nary times are held to justify the ef- 
fort. Employers will have until 
Sept. 1 to put the code into opera- 
tion and for this reason it is hoped 
adjustments can be made to meet the 
new order. 

Many doubts as to the soundness 
of this plan for voluntary coopera- 
tion from business and industry have 
been poured into Washington but 
the President, well aware of the ob- 
stacles that are faced, has staked 
his faith on cooperation through or- 
ganized public opinion. That co- 
operation has come from many who 
have signed the agreement but eco- 
nomically disagree with its sub- 
stance. Socially they are in full ac- 
cord with it. And in any case they 
are doing their bit to make this 
tremendous experiment a “go.” 





How to Join NRA Campaign 


Here is a simple and authoritative ex- 
planation by Recovery Administrator Hugh 
Johnson of what every employer is asked 
to do to put in effect the voluntary agree- 
ment which is the basis of President 
Roosevelt’s reemployment campaign :— 


“You will receive in the mail, about 








WE DO OUR PART 











A facsimile of the official em- 
blem to be issued to employers 
whose codes meet with the ap- 
proval of the National Recovery 
Administration (NRA). 


July 27, an envelope with two pieces of 
paper and an addressed envelope in it. 
One piece of paper is the President’s 
agreement. Sign that on the dotted lines 
and fill out the information called for. 
Put it in the addressed envelope and mail 
it. Then put it into effect at once. 


“On August 1 sign the other piece of 
paper which says that you have carried 
out your agreement. Turn it in to your 
post office. Then you will be given the 
blue eagle of NRA on a poster or window 
sticker. 

“Take this to your store or shop and 
display it prominently. If you need more 
posters or stickers you can get them later 
from a dealer. If you want to use this 
symbol on your goods or automobiles or 
trucks or anywhere else in connection with 
your business you are authorized to do so. 
But do not do this either now or later if 
you have not signed the agreement or do 
not have it in effect. 


“What does all this mean? It means 
that if you employ any factory or mechan- 
ical worker or artisan you will not pay 
him less than forty cents an hour or work 
him more than thirty-five hours a week, 
except that, if you were paying less than 
forty cents for that kind of work on July 
15, 1929, you can pay that rate now, but 
not less than thirty cents an hour. 


“As to all other employes—those on a 
weekly rate—you will pay not less than 
$15 a week if you live in a city of more 
than 500,000 inhabitants, or $14.50 a week 
in cities of between 250,000 and 500,000 
inhabitants, or $14 in cities of between 
250,000 and 2,500, and $12 in cities of 
less than 2,500, and you agree not to work 
this class of employes more than forty 
hours a week. 

“As to employes who now get a higher 
wage you should not reduce their wages 
because you reduce their hours, and you 
should generally keep the usual pay dif- 
ferences as between lower and higher paid 
employes. And after August 31 you will 
not work children under 16 years of age.” 


(See page 52 for late news on Code) 
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Text of the Blanket Code 


for All Industries 


The “blanket code” for employers of 
labor, signed July 20, by President Roose- 
velt, reads: 


PRESIDENT’S REEMPLOYMENT 
AGREEMENT 


(Authorized by Section Va, National In- 
dustrial Recovery Act.) 

During the period of the President’s 
emergency reemployment drive, that is to 
say, from Aug. 1 to Dec. 31, 1933, or to 
any earlier date of approval of a code of 
fair competition to which he is subject, the 
undersigned hereby agrees with the Presi- 
dent as follows: 

(1) After Aug. 31, 1933, not to employ 
any person under 16 years of age, except 
that persons between 14 and 16 may be 
employed (but not in manufacturing or 
mechanical industries) for not to exceed 
three hours per day, and those hours be- 
tween 7 a.m. and 7 p.m., in such work 
as will not interfere with hours of day 
school. 

(2) Not to work any accounting, clerical, 
banking, office, service or sales employees 
(except outside salesmen) in any store, 
office, department, establishment or pub- 
lic utility, or on any automotive or horse- 
drawn passenger, express, delivery or 
freight service, or in any other place or 
manner, for more than 40 hours in any 
one week and not to reduce the hours of 
any store or service operation to below 52 
hours in any one week, unless such hours 
were less than 52 hours per week before 
July 1, 1933, and in the latter case not to 
reduce such hours at all. 

(3) Not to employ any factory or 
mechanical worker or artisan more than a 
maximum week of 35 hours until Dec. 31, 
1933, but with the right to work a maxi- 
mum week of 40 hours for any six weeks 
within this period and not to employ any 
worker more than cight hours in any one 
day. 

(4) The maximum hours fixed in the 
foregoing paragraphs (2) and (3) shall 
not apply to employees in establishments 
employing not more than two persons in 
towns of less than 2500 population, which 
towns are not part of a larger trade area; 
nor to registered pharmacists or other 
professional persons employed in_ their 
profession; nor to employees in a 
managerial or executive capacity, who 
now receive more than $35 per week; nor 
to employees on emergency maintenance 
and repair work; nor to very special cases 
where restrictions of hours of highly skilled 
workers on continuous processes would un- 
avoidably reduce production, but, in any 
such special case, at least time and one- 
third shall be paid for hours worked in 
excess of the maximum. Population for the 
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purposes of this agreement shall be deter- 
mined by reference to the 1930 Federal 
census. 

(5) Not to pay any of the classes of 
employees mentioned in paragraph (2) less 
than $15 per week in any city of over 
500,000 population or in the immediate 
trade area of such city, nor less than 
$14.50 per week in any city of between 
250,000 and 500,000 population, or in the 
immediate trade area of such city, nor less 
than $14 per week in any city of between 
2500 and 250,000 population or in the im- 
mediate trade area of such city; and in 
towns of less than 2500 population to in- 
crease all wages by not less than 20 per 
cent, provided that this shall not require 
wages in excess of $12 per week. 

(6) Not to pay any one employee of 
the classes mentioned in paragraph (3) 
less than 40 cents per hour unless the 
hourly rate for the same class of work on 
July 15, 1929, was less than 40 cents per 
hour, in which latter case not to pay less 
than the hourly rate on July 15, 1929, and 
in no event less than 30 cents per hour. It 
is agreed that this paragraph establishes a 
guaranteed minimum rate of pay regardless 
of whether the employee is compensated 
on the basis of a time rate or on a piece- 
work performance. 

(7) Not to reduce the compensation for 
employment now in excess of the minimum 
wages hereby agreed to (notwithstanding 
that the hours worked in such employment 
may be hereby reduced) and to increase 
the pay for such employment by an 
equitable readjustment of all pay schedules. 

(8) Not to use any subterfuge to frus- 
trate the spirit and intent of this agree- 
ment, which is, ameng other things, to in- 
crease employment by a universal covenant, 
to remove obstructions to commerce, and to 
shorten hours and to raise wages for the 
shorter week to a living basis. 


Agreement as to Prices 


(9) Not to increase the price of any 
merchandise sold after the date hereof, 
over the price on July 1, 1933, by more 
than is made necessary by actual increases 
in production, replacement, or invoice 
costs of merchandise since July 1, 1933, or 
by taxes or other costs resulting from 
action taken pursuant to the Agricultural 
Adjustment Act, and, in setting such price 
increases, to give full weight to probable 
increases in sales volume and to refrain 
from taking profiteering advantage of the 
consuming public. 

(10) To support and patronize establish- 
ments which also have signed this agree- 
ment and are listed as members of the 
N. R. A. (National Recovery Administra- 
tion). 


(11) To cooperate to the fullest ex- 
tent in having a code of fair competition 
submitted by his industry at the earliest 
possible date and in any event before 
Sept. 1, 1933. 

(12) Where, before June 16, 1933, the 
undersigned had contracted to purchase 
goods at a fixed price for delivery during 
the period of this agreement, the under- 
signed will make an appropriate adjust- 
ment of said fixed price to meet any in- 
crease in cost caused by the seller having 
signed this President’s reemployment 
agreement or having become bound by any 
code of fair competition approved by the 
President. 

(13) This agreement shall cease upon 
approval by the President of a code to 
which the undersigned is subject; or, if the 
N. R. A. so elects, upon submission of a 
code to which the undersigned is subject 
and substitution of any of its provisions 
for any of the terms of this agreement. 

(14) It is agreed that any person who 
wishes to do his part in the President’s 
reemployment drive by signing this agree- 
ment but who asserts that some particular 
provision hereof, because of peculiar cir- 
cumstances, will create great and un- 
avoidable hardship, may obtain the benefits 
hereof by signing this agreement and put- 
ting it into effect and then, in a petition 
approved by a representative trade asso- 
ciation of his industry, or other representa- 
tive organization designated by N. R. A., 
may apply for a stay of such provision 
pending a summary investigation of N. R. 
A., if he agrees in such application to 
abide by the decision of such investigation. 
This agreement is entered into pursuant to 
Section 4 (a) of the National Industrial 
Recovery Act and subject to all the terms 
and conditions required by Sections 7 (a) 
and 10 (b) of that act. 


Dated 1933 
(Sign here) 
(Name) 
(Official position) 
(Firm and corporation name) 


(Industry or trade 


(Number of employees at the 
date of signing) 


(Street) 


(Town or city) (State) 
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N this issue is a story telling how 

64 Cleveland, Ohio, hardware deal- 

ers cooperate in an effective news- 
paper advertising campaign, without 
any collective buying arrangements. 
This plan should suit a great many 
groups of big city dealers who have 
often wondered how they can do a 
proper advertising job. Since leaving 
Cleveland a week ago, I have explained 
this Eagle Hardware Stores plan to 
several jobbers and to groups of retail 
hardware men. This plan appeals to 
both factors. In one instance, I talked 
to officers of a retail group which has 
had several years of cooperative buying. 
This group may now stop its activity 
in favor of the Eagle plan, on which all 
of the important details are given in 
the story. 
HA 








It seems that every town is having 
Recovery Code meetings. Hardware 
executives appear to be so busy with 


these code meetings it is difficult to’ 


make appointments with them. The 
minimum wage scale does not change 
the hardware salary situation nearly 
as much as the maximum hour basis. 
To restrict retail hardware store opera- 
tions to the prescribed 40-hour work- 
week means some very radical changes. 
Dealers tell me they are carrying one 
or two men on the payroll who are 
not needed and whose employment is 
not justified by current sales volume. 
They ask how can they go a step fur- 
ther. Simple. If one or two men on 
the payroll are being kept there largely 
because of the difficult times we have 
experienced, the President’s agreement 
plan should be met by staggered work- 
ing schedules for the store staff. Where 
40 hour shifts seriously effect the effi- 
ciency of a store, an extra man should 
be employed. That is the spirit of the 
President’s latest effort for recovery 
and the spirit of the plan should be 
observed. 

HA 


OST of the hardware men with 

whom I have talked are cheerful 
about the business outlook and are 
happy to comply with the National Re- 
covery Administration’s plan for reduc- 
ing unemployment. They particularly 
welcome the minimum wage scale 
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mong Ourselves 


by CHARLES J. HEALE 
Editor, Hardware Age 


which will force chain store operators 
to make drastic salary increases very 
soon. They agree with the statement 
on the front cover of the last issue of 
HarpwareE AGE, pertaining to this an- 
gle of the recovery activities, feeling 
sure that low wages and long hours, 
more than buying advantages, per- 
mitted chain store price cutting. 


HA 








Naturally, hardware men are asking 
a lot of questions about the Recovery 
Act, the possible scope of codes, etc. 
They are not hoping for unfair advan- 
tages but do hope that the “New Deal” 
will erase some of the unethical and 
uneconomic competition they have 
faced for many years. The articles on 
the Industrial Recovery Act by L. W. 
Moffett, our Washington Representa- 
tive, have been eagerly read by retail- 
ers, wholesalers and manufacturers. 
Mr. Moffett will continue to report on 
this most vital of all legislation effect- 
ing the welfare of American business. 
He will also welcome and attempt to 
answer any questions from our read- 
ers—If you have a Recovery Act ques- 
tion send it in. 





HA 





AD lunch with a wholesaler and 

two retailers. The recovery activ- 
ity came up for much discussion. The 
wholesaler favored some code clause 
which would prevent manufacturers 
from selling chains and mail orders at 
better prices than were quoted jobbers. 
He also hoped manufacturers would be 
stopped from selling dealers direct. 
Both dealers agreed with him on the 
first point. On the second phase they 
expressed approval providing the 
clause also prevented wholesalers from 
selling consumers in which they in- 
cluded factories, contractors, builders, 
etc. I am not sure just how such 
proposals will register in Washington, 
I expect these problems would be con- 
sidered as internal hardware industry 
matters to be settled prior to any gov- 
ernment approval of what would be a 
vertical hardware code, (if it were to 
include intra-industry relations among 
retailers, wholesalers and manufactur- 
ers.) When I expressed this latter opin- 
ion, my three friends began to specu- 


late on the possibility of vertical codes 
or horizontal codes. The vote (or opin- 
ion) was two to one in favor of the 
latter in the belief that vertical codes 
might be confusing and_ necessitate 
overlapping by manufacturers, whole- 
salers and retailers because of the di- 
verse nature of hardware products. We 
shall see. 

HA-—— 





At Independence, Mo., the Indepen- 
dence Hardware Co. is resuming a com- 
plete harness department and has, in a 
short time, developed an active sale 
for these goods. Vice-president Krouilla 
told me that some years ago one of the 
firms most active lines was harness, 
wagons and carriages. He does not 
plan to carry vehicles again but does 
believe harness will be an important 
part of the hardware business in stores 
serving the farmer’s needs. I notice 
that wholesalers are carrying fairly 
large and complete stocks of such mer- 
chandise. They too, report an active 
sale and predict large volume in this 
line. 

HA 








M writing this page at Kansas City, 

FX Mo. I took my midget radio 

with me and have had great fun with 
it. Heard President Roosevelt address 
the Governor’s convention at San Fran- 
ciseo, speaking from Washington. Some 
of the Governors responded from the 
California city. Here was I, some- 
where between the two seacoasts, hear- 
ing, in the privacy of my hotel room 
important events from both ends of 
the country. Then came music and 
other speeches from Chicago, Cleve- 
land, Atlanta and New York City. Oc- 
casionally, a program was marred by 
a brass-lunged plugger urging the pur- 
chase of somebody’s pills, toilet paper, 
cigarettes or corn cure. Radio still 
holds a great thrill for most of our 
citizens despite the _sour notes of 
lengthy and thundered “dvertising mes- 
sages between a sonata and a lyric. 
The sale of midget sets should interest 
hardware dealers, even those without a 
regular radio department. These little 
sets can be handled like packaged mer- 
chandise. They play anywhere on both 
A.C. and D.C., are inexpensive and 

(Continued on page 46) 
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Hardware Trade Stood Up 
Comparatively Well in 
Three Bad Years 


HE hardware trade has stood 
TT well, during the three haz- 

ardous years just completed, in 
comparison with other retail fields 
including chain stores. Its mortal- 
ity rate averaged only 2 per cent 
during this period—when its two 
best customers, building and farm- 
ing, were flat on their backs. 

Between 1929 and 1932, liabilities 
for all trading failures jumped 92 
per cent; whereas the liabilities in- 
volved in the hardware trade in- 
creased by- only 56 per cent in that 
period. Liabilities involved in fail- 
ures of general stores during the 
three years nearly doubled, while 
those in the dry goods field rose by 
124 per cent. 

Hardware insolvencies, retail and 
wholesale, totaled 2213 from 1930 
to 1932 inclusive. The annual to- 
tals are: 


Number Liabilities 


er 807 $13,403,032 
31 ww... 163 11,647,157 
ee 643 9,531,080 
ee 542 8,595,604 
roe 507 8,337,317 


—R. G. Dun & Co. 
It will be noted that the 1932 ag- 


gregate was some 50 per cent greater 
than that of 1929, or about the av- 
erage increase for all trade, and the 
liabilities involved increased by 56 
per cent. 

Stated another way, liabilities per 
failure in the hardware field aver- 
aged about $16,000 in 1929, and 
less than $17,000 in 1932. For 
trade in the aggregate, they jumped 
from $15,000 in 1929 to an average 
of more than $19,000 last year. 


* * * 


One explanation of the apparent 
increase in mortality among big 
concerns outside the hardware field 
is that several important chains have 
failed. In the records, each goes 
down as a single failure; actually, 
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each represents the passing or reor- 
ganization of many stores. Bank- 
ruptcy of United Cigar Stores Co. of 
America last year, for instance, was 
listed as one item. Actually, it 
represented the failure of some 1300 
stores, and liabilities were listed at 
$9,502,000. Few cases of this mag- 
nitude are necessary to dwarf bank- 
ruptcies in the entire hardware trade. 

Early this year, the Louis K. Lig- 
gett Co., operating 480 stores, went 
into voluntary bankruptcy, with 
$8,616,355 liabilities and assets 
listed at $8,694,181. Outfitters Op- 
erating Realty Co. (Del.), Outfitters 
Operating Realty Co. (N. J.) and 
Ready-to-Wear Operating Realty 
Co., subsidiaries of Lerner Stores 
Corp., have filed voluntary petitions 
of bankruptcy, with total liabilities 
listed at more than $3,000,000. F. 
W. Grand-Silver Stores, Inc., has 
been in receivership since June, 
1932; through subsidiaries, it oper- 
ated 225 5-10-25 cents and $1 gen- 
eral merchandise stores. 


This record, of course, is incom- 
plete, but is sufficient to show that 
some of the big chains have stepped 
into plenty of hot water. 

In the hardware field there were 
35,473 retail outlets in operation 
May 1, 1932, in addition to whole- 
salers, or a total of 36,205. Reasons 
for the favorable showing in the 
hardware field are, perhaps: First, 
hardware has not been organized on 
a big-business basis, with bankers 
taking their cut, security salesmen 
theirs, and stockholders crying for 
larger dividends. Second, the av- 
erage hardware man resisted the 
urge to expand to dangerous lengths 
in 1928 and 1929. Third, hardware 
is necessary to a nation of builders 
and farmers. 

For June, 1933, only 36 failures 
of retail hardware dealers are noted, 
and their liabilities are only $300,- 
000. This compares with a monthly 
average of 45 in 1929 and average 
monthly liabilities of $600,000 in 
that boom year. 











A suggestion for a canning window that will interest every housewife 
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Code for Wholesale Hardware Tadastry 


I. Drattea by N » Hi. A. Committee 


HE Code Committee of the Na- 

tional Hardware Association of the 

United States, meeting in Cleve- 
land, Ohio, on July 24 drafted a Code 
of Fair Competition for the wholesale 
hardware industry. 

Although the Code has not, as yet, 
been officially filed in Washington, the 
Committee has agreed to present it not 
later than Aug. 10. The association’s sec- 
retary-treasurer, Geo. A. Fernley, 505 
Arch St., Philadelphia, Pa., has mailed 
copies of the Code to members, request- 
ing that approval be indicated immedi- 
ately, and notifying them that failure to 
receive their endorsement on or before 
Aug. 8 will be construed as approval. 

Secretary Fernley explains that “It is 
not intended this Code shall cover every 
competitive practice or situation that 
may develop. Special provision has 
been made for filing supplemental Codes 
for the purpose of meeting situations 
which may develop, and which cannot 


be intelligently anticipated at the pres- 
ent time. 

“Among the suggestions we received 
from various sections of the country, in 
response to our previous requests for 
the views of members regarding com- 
petitive practices to be covered by the 
Code, were many that applied to the 
policies or practices followed by man- 
ufacturers. These are not included in 
the attached Code, because Washington 
authorities take the position that one 
industry cannot legislate for another. 
For instance, wholesalers cannot put 
into their Code provisions regulating 
the practices or policies of manufac- 
turers. 

“The Blanket Code (Presidential Re- 
employment Agreement) is to be effec- 
tive for those signing it from August 1, 
or the date of signing, until the date 
of approval, by the President, of our 
Code of Fair Competition, and it is, 
therefore, the desire of your officers and 


Code Committee to have our Code for- 
mally filed, scheduled for a hearing, 
and approved at the earliest possible 
date, so that the members of our as- 
sociation may be working under our 
own Code rather than the Blanket 
Code.” 

The members of the association’s Na- 
tional Industrial Recovery Committee 
are: A. E. Gaehr, chairman, The George 
Worthington Co., Cleveland, Ohio; L. 
M. Stratton, Stratton-Warren Hardware 
Co., Memphis, Tenn.; A. J. Bihler, 
James C. Lindsay Hardware Co., Pitts- 
burgh, Pa.; G. E. Jennings, Wright & 
Wilhelmy Co.,Omaha, Neb.; E. F. Flato, 
Corpus Christi Hardware Co., Corpus 
Christi, Texas; T. J. Martindale, Van 
Camp Hardware & Iron Co., Indianap- 
olis, Ind.; I. S. Dillingham, Bigelow & 
Dowse Co., Boston, Mass.; F. E. Pharr, 
Buhrman-Pharr Hardware Co., Texar- 
kana, Ark., and E. H. McGinnis, Union 
Hardware & Metal Co., Los Angeles, Cal. 


Code of Fair Competition for the Wholesale Hardware Industry 


ARTICLE I. PURPOSE. 


This Code is created to increase employ- 
ment, establish equitable wages, reduce 
working hours, improve labor standards, 
eliminate unfair trade practices, and to re- 
store the income of enterprises within the 
industry, which will make possible the pay- 
ment of such wages, the reduction of work- 
ing hours, etc., and avoid the further deple- 
tion and destruction of capital assets in co- 
operation with the purposes and provisions 
of the National Industrial Recovery Act. 


ARTICLE II. PARTICIPATION. 


This Code is presented on behalf of the 
wholesale Hardware Industry by the Na- 
tional Hardware Association of the United 
States. 

Participation in this Code and any sub- 
sequent revision of or addition to the Code 
shall be extended to any person, partnership, 
or corporation that is a recognized whole- 
saler of hardware and kindred lines, and 
when approved by the President this Code 
shall be binding upon the entire Wholesale 
Hardware Industry, to whom this Code has 
beén submitted. 


ARTICLE III. AUTHORITY FOR CODE. 


The National Industrial Recovery Com- 
mittee whose names are attached to this 
Code is authorized by the Officers and Ex- 
ecutive Committee of the National Hard- 
ware Association of the United States, which 
was organized thirty-nine years ago and is 
representative of the Wholesale Hardware 
Industry, no inequitable restrictions being 
placed upon admission to Membership. 
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The Members of the Code Committee 
shall be empowered to act conclusively for 
Members in respect to all matters that come 
before the Committee for consideration and 
within its jurisdiction, and they shall be 
guided by the opinion of the majority of 
the Members of the Association. 

The Committee shall have the power to- 

(a) Gather statistical information from 
all Members of the Industry, throug 
the Secretary-Treasurer of the Asso- 
ciation in order to provide the data 
necessary fgr the administration of 
the National Industrial Recovery Act. 

(b) Upon complaint of interested par- 
ties, or upon its own initiative, make 
such inquiry and __ investigation, 
throuch the Secretary of the Associa- 
tion, into the operation of the Code 
as may be necessary. 

(c) Make rules and regulations neces- 
sary for the administration and en- 
forcement of this Code. The Com- 
mittee may delegate the Secretary- 
Treasurer of the Association to make 
investigations, reports and perform 
other duties necessary in order to 
carry out the provisions of this Code. 


ARTICLE IV. MONOPOLIES. 


This Code, as well as any supplemental 
Codes or amendments thereto that may be 
filed and approved, is not designed to pro- 
mote monopolies, permit monopolistic prac- 
tices, or to eliminate or oppress small enter- 
prises and will not operate to discriminate 
against them but will tend to effectuate the 


policy, purposes and provisions of the Na- 
tional Industry Recovery Act. 


ARTICLE V. GENERAL. 


This Code and all the provisions thereof 
are expressly made subject to the right of 
the President, in accordance with the pro- 
visions of Clause 10 (b) of the National In- 
dustrial Recovery Act, from time to time 
to cancel or modify any order, approval, 
license, rule, or regulations, issued under 
Title 1 of said Act, and specifically to the 
right of the President to cancel or modify 
his approval of this Code or any conditions 
imposed by him upon his approval thereof. 

Such of the provisions of this Code as are 
not required to be included therein by the 
National Industrial Recovery Act may, with 
the approval of the President, be modified 
or eliminated as changes in circumstances 
or experience may indicate. It is contem- 
plated that from time to time supplementary 
provisions to this Code or additional Codes 
will be submitted for the approval of the 
President to prevent unfair competition in 
price and other unfair and destructive com- 
petitive practices and to effectuate the other 
purposes and policies of Title 1 of the Na- 
tional Industrial Recovery Act consistent 
with the provisions hereof 

Violation of any provision of this Code 
or any approved rule issued thereunder is 
an unfair method of competition within the 
meaning of the Act. 

This Code shall become effective ten days 
after its approval by the President of the 
United States. 
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ARTICLE VI. LABOR CODE. 


DEFINITION OF “EMPLOYEE”—The 
term “employee” as used in this Code shall 
apply to and include all persons employed 
in the warehousing, shipping and transport- 
ing of Hardware and Kindred Lines at 
wholesale, office and clerical help, but shall 
not embrace outside salesmen, executives, 
firemen and night watchmen. 

Under this Code it is especially provided 
that— 

(a) Employees shall have the right to or- 
ganize and _ bargain collectively 
through representatives of their own 
choosing and shall be free from the 
interference, restraint, or coercion of 
employers of labor, or their agents, 
in the designation of such represen- 
tatives or in self-organization or in 
other concerted activities for the pur- 
pose of collective bargaining or other 
mutual aid or protection. 

(b) No employee and no one seeking 
employment shall be required as a 
condition of employment to join any 
company union to refrain from join- 
ing, organizing, or assisting a labor 
organization of his own choosing. 

(c) Employers shall comply with the 
maximum hours of labor, minimum 
rates of pay, and other conditions of 
employment approved or prescribed 
by the President. 

(d) It is clearly understood that the 

foregoing paragraph does not impair 
in any particular the constitutional 
rights of the employee and employer 
to bargain individually or collectively 
as may be mutually satisfactory to 
them; nor does it impair the joint 
right of employer and employee to 
operate an open shop. 
Nothing in this Code is to prevent 
the selection, retention and advance- 
ment of employees on the basis of 
their individual merit, without re- 
gard to their affiliation or non-affilia- 
tion with any labor organization. 


ARTICLE VII. MAXIMUM WORKING 
HOURS. 


Employers of labor agree not to work any 
employee for more than 40 hours in any 
one week which, however, does not apply 
to those whose compensation is more than 
$35.00 per week. 


ARTICLE VIII. MINIMUM WAGES 


On and after the effective date of this 
Code employers agree not to pay any class 
of employees less than $13.50 per week. 

The above rate shall not apply to office 
boys and girls between the ages of 16 and 
20, nor to learners, who shall receive $10.00 
per week until they have been in the service 
of the employer for six months. 

It is further agreed that children under 
16 years of age shall not be employed. 


RULES OF FAIR COMPETITION. 


Realizing that profitable distribution de- 
pends upon the recognition by manufactur- 
ers of the valuable and necessary functions 
of the wholesaler, the following trade prac- 
tice rules are adopted in the Wholesale 
Hardware Industry. 

ARTICLE IX. DEFINITION OF A 

WHOLESALER. 


A Wholesaler in the Hardware Industry 
is known as one who carries an adequate, 


(e 
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well selected stock of hardware and kindred 
lines, has salesmen regularly calling upon 
and selling the retail trade, who buys in 
suitable quantities, who warehouses a re- 
serve stock for retailers within a radius of 
economical distribution and convenience of 
service, and resells in proper units to the 
retailer. 

In the Decision rendered by the United 
States Circuit Court of Appeals in the Men- 
nen Case, it was stated that— 

“Tt is not the character of his buying, 
but the character of his selling which 
distinguishes a wholesaler.” 


ARTICLE X. SELLING BELOW COST. 


The selling of goods below cost to influ- 
ence other business or for any other reason 
is an unfair method of competition. Ob- 
solete goods, close-out merchandise and 
stocks being liquidated may be sold at such 
prices as are necessary to move them, the 
reason for such prices being definitely 
stated upon orders and invoices. 


ARTICLE XI. DEFINITION OF 
“COSTS.” 


For the administration of this Code and 
taking into consideration the interests of 
the consumer and labor and the necessity 
of a fair and reasonable compensation to 
wholesalers, “cost” shall be interpreted to 
include the cost of merchandise delivered 
to wholesaler’s warehouse, plus a margin 
adequate to pay the wholesaler’s operating 
costs based on the size of the order and the 
character of the merchandise. 

ARTICLE XII. SECRET REBATES. 

Rendering invoices which do not represent 
the actual amount of money to be received. 
and/or the secret payment or allowance of 
rebates, refunds, credits, or unearned dis- 
counts, whether in the form of money or 
otherwise, or the giving of premiums, or 
extending to certain purchasers special 
service or privileges not extended to all 
purchasers under like terms and condi- 
tions is an unfair trade practice. 


ARTICLE XIII. COMMERCIAL 
BRIBERY. 


To give directly or indirectly, or to per- 
mit to be given, or to offer money or any- 
thing of value to customers, prospective 
customers, employees or representatives of 
customers or prospective customers, as an 
inducement to influence business or to in- 
fluence such customers or employees to re- 
frain from dealing or contracting to deal 
with competitors, is an unfair method of 
competition. 

ARTICLE XIV. MISBRANDING. 

The marking or branding, or not marking 
or branding, or the describing of merchan- 
dise in catalogs or circulars for the purpose 
and with the effect of misleading or de- 
ceiving purchasers with respect to the 
quantity, quality, grade, size, or weight of 
the goods dealt in, is an unfair trade 
practice, and merchandise of foreign man- 
ufacture quoted in catalogs, price lists, 
flyers, etc., must be noted as “foreign 
made.” 

ARTICLE XV. SUBSTITUTIONS. 

The use or substitution of merchandise in- 
ferior in quality or of a different nature 


and character than that specified by the 
purchaser and promised at the time his 


order is avcepted, is an unfair method of 
competition. 


ARTICLE XVI. BREACH OF 
CONTRACT. 

Inducing or attempting to induce the 
breach of contracts existing between com- 
petitors and their customers by any means 
whatsoever or interfering with or obstruct- 
ing the performance of any such contract, 
is an unfair method of competition. 


ARTICLE XVII. SLANDERING 
COMPETITORS. 

The making, causing, or permitting to be 
made or published, any false or deceptive 
statements on or concerning the business 
policies or methods of a competitor, is here- 
by declared unfair competition. 


ARTICLE XVIII. ENTICEMENT OF 
EMPLOYEES. 
Interference with a competitor’s business 
through the enticement of employees from 
his employment, is an unfair trade practice. 


ARTICLE XIX. RESALE PRICE 
MAINTENANCE. 


Not to maintain resale prices as and 
when established and promulgated by the 
manufacturers in the interests of orderly 
distribution in accordance with a Resolu- 
tion adopted by the Executive Committee 
of the National Hardware Association of 
the United States at a Special Meeting held 
at Chicago on June 12th, 1933, which 
stated “We earnestly urge the adoption by 
the manufacturers of Codes of Fair Competi- 
tion which provide for a proper classifica- 
tion of distributors and adequate price dif- 
ferentials based on the functions performed 
and the cost of service rendered in the dis- 
tribution of their products to the ultimate 
consumer” is an unfair practice. 


ARTICLE XX. PROTECTION TO 
RETAILERS. 


Wholesalers should protect the Retailer 
by refusing to sell to the retailer’s cus- 
tomers at wholesale prices, for their per- 
sonal use. Any violation of this rule is 
an unfair trade practice. 


ARTICLE XXI. WHOLESALER- 
RETAILER HOUSES. 


*For wholesalers conducting a retail de- 
partment not to sell such retail departments 
on the same price basis as they sell com- 
petitive retail customers places the com- 
petitive retailer at a disadvantage and is an 
unfair trade practice. 


ARTICLE XXII. CONSIGNED GOODS. 


It is an uneconomical and an unfair prac- 
tice for wholesalers to ship any goods on 
consignment, except products of manufac- 
turers whose general plan of distribution is 
by consignment and not by sale for resale. 


ARTICLE XXIII. TERRITORIAL 
CONDITIONS. 


Insofar as this Code fails to consider 
terms and other similar matters which are 
primarily subject to local and territorial 
conditions, it is suggested that regulations 
covering such matters be drawn up, adopted, 
and filed with the National Industrial Re- 
covery Committee by local and territorial 
groups, provided, however, that such local 
or territorial regulations do not conflict 
with this Code. 











This is the formation of the fixtures 
for the paint window at the right. 


N extra effort should be 
A made during the remain- 
ing weeks of August to 
move all summer merchandise 
possible. Next issue’s window 
display suggestions will feature 
September goods—a clean up of 
summer goods is now in order. 
Windows, your first line of at- 
tack, should have plenty of snap 
to overcome the usual August 
“dog days.” 

Take the paint window sug- 
gestion. The series B window fix- 
tures are used as arranged in the 
small illustration at the upper 
left. The center panel is a simple 
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Push the Summer! ™ 


show card or sign writing job and 
is very effective. The colors most 
suitable for this month of August 
are light blues and buff, a good 


alk = 





combination for this particular 
window. You can carry out this 
color scheme in the center panel 
and in the price tickets. The paint 
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Summer Specials 
in Beverage Sets 























He This arrangement of the Series A 
and He fixtures is the background for 


Sporting Goods 








window at left. 














fen a 
WP " 
an a i amo FA ) My] = your own work shop or by a local 
75 as 555 i mi] carpenter. Instruction sheets are 
me available without charge from the 
window display editor. The ar- 
rangement of the fixtures for this 
window is shown in the small cut, 
upper right. 

Our selected photographs this 
issue come from Fred Schilling’s 
hardware, Franklin Square, Long 
Island, N. Y. Colorful summer 
merchandise made these windows 
t very attractive and customers 
ar labels will lend assistance in 

















erage sets, the cool colors are in 
order. Here the series A fixtures 





were brought into the store as a 
result of them. All of these win- 





nis brightening up the picture. 

el Again in the sporting goods are used. These fixtures, both dows offer suggestions for suc- 
int window, which also features bev- series, are easily constructed in cessful August displays. 
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Direet Mail Advertisin 


Good illustrations of the actual 
items offered and clear, clean 
printing essential to best results 


A reader writes us as follows on 
the subject of advertising: 
“We would appreciate very much if 
you could give us some advice in re- 
gard to direct mail advertising. We 


have ————————- machine that prints 
and addresses Government post cards. 
We have sent out quite a few cards 


printed on this machine, but somehow 
we are not able to see or check the 
results of our efforts. Enclosed is a 
sample of one of the cards. 

“It may be that we are not following 
the right method, or sending out the 
proper kind of material. 

“We have about 1500 names on our 
mailing list, divided into three terri- 
tories for three different stores. Would 
you say that we are expecting too much 
from such a small number of names? 

“If you could give us some advice or 
tell us what others are doing in the 
direct mail angles of advertising, we 
would greatly appreciate it.” 


HE card submitted by our read- 
er is reproduced herewith. It 
is as well done as the average 
piece of duplicating work, yet it is 
not, in our opinion, a satisfactory 
piece of advertising. The illustra- 
tions of the vacuum bottle and picnic 
jug do not show the merchandise in 
sufficient detail of quality and finish 
to interest the customer, much less 
create a desire to own them. The 
necessary typewriter type is so large 
that there is not enough room to 
properly describe both items. And, 
lastly, it is not as sharply printed as 
it should be. 

So much for the faults of this 
piece of mailing material. The ma- 
chine in question has its proper uses 
and in emergencies can be pressed 
into service for certain announce- 


38 


By J. A. WARREN 
Associate Editor, Hardware Age 


ments and advertising, but where 
merchandise is to be illustrated there 
is nothing like an electro of the ac- 
tual goods. Electros are available 
from your jobber or direct from the 
manufacturer. The jobbers’ catalog 
has an excellent description of the 
goods from which to write the copy 
around the cut. Note the revised 
card, taken from the jobbers’ catalog 
and the illustrations supplied by the 
jobber. 


Extra Cost Soon Gained 


Of course the printed card would 
cost a little more than the duplicat- 
ing job, but if it brings a better re- 
sponse, the extra cost is quickly ab- 
sorbed. The economy idea has been 
worked to death in many instances 
during the last few years. We are 
reminded of the man who estimated 
that, just as he had reduced his over- 
head by laying off help and cutting 
the salaries—beg pardon, the wages 
of others, he could, by closing up 
shop, save all the expense. If we 
are to get business we must expect 
to spend sufficient American money 
to bring it in. 

Our reader is not alone in his 
problem of getting response to ad- 
vertising but he is on the right track 
when he begins to check up on his 
own methods. He says: “It may be 
that we are not following the right 
method or sending out the proper 
kind of material.” One of the first 
steps on any direct mail campaign is 
to make a trade area analysis. How 
many miles or blocks can you rea- 


sonably expect your customers to 
come to your store? Are they quality 
or price buyers? In what seasons or 
days do they buy best? What are 
their natural needs? What could 
they be interested in that is not of- 
fered? Are their incomes high, 
medium or low? You must deter- 
mine these things in order to do a 
100 per cent job of selling by direct 
mail. The more you find out the 
more accurately you can “shoot” the 
copy at them. You can do this by a 
personal canvass and skillful ques- 
tions that do not meet with rebuff, 
you can ascertain much in casual 
conversation with customers in the 
store, in ways that indicate your in- 
terest in them rather than your curi- 
osity. You will find when you are 
armed with this information that 
your ideas as to what to advertise 
will come to you more quickly and 
you may find them somewhat sur- 
prisingly changed. It may be that 
you are offering merchandise that is 
not high enough in quality—price 
may not be the key to your problem. 
If it is you will have to provide the 
goods that meet the need. 

Fifteen hundred names certainly 
should, if properly and systemat- 
ically handled, produce a noticeable 
result in sales of hardware. But the 
type of customer and the conditions 
of the community are factors that 
must be considered if the desired 
result is to be obtained. 

Enlist the services of your jobber 
in supplying cuts of the actual items. 
He is more than willing to do so. 
Then get a good printer and stick to 
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him. If he is capable of displaying 
your advertising matter well, do not, 
for the sake of a dollar or so, leave 
him for another who may have 
broken type faces, poor judgment in 
display, etc. These things may seem 
small but there is a psychological 
effect in good, clean, snappy print- 
ing which is hard to.over-estimate It 
seems to reflect credit upon the mer- 
chandise itself. What, for instance, 
would your opinion be of a perfectly 
fine electric refrigerator if the maga- 


Here printed postal card ads permit showing actual merchandise. Illustrations and printers type allows better descriptions 


zines printed advertisements of it in 
broken, smudgy type? Your opinion 
would be greatly influenced in favor 
of a competitor who advertised in 
good clean type. And that goes for 
the smallest item you have. 


Use Right Size Cuts 


In this matter of illustrations there 
is one precaution to take. They 
should be in proper proportion to 
the ad or mailing piece. It is not 





wise to use them too large for the 
other items. And, of course, there 
is the proper ratio of space for the 
profit the item carries. Do not give 
two-thirds of a space over to a small 
profit item and the minority for an 
item which shows a wide margin. 

Keep the illustrations up-to-date 
and seasonal, showing new things 
often. Gradually you get people re- 
membering that your store has a well 
freshened stock, a condition than 
which there is no better. 


of all items. Such illustrations may be had from your local jobber. His catalog will supply the description 
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A HAPPY DAY 


A cool drink or a hot one 
on the glorious Fourth—it’s 
all the same to these jugs 
and bottles. They carry 


foods or liquids. 





This VACUUM FIELD JUG 
large capacity—1 gal. size only, 
vitrified porcelaine- 
like and | white 
glazed inner con- 
tainer. Efficiently 
insulated. Our holi- 
day price .. 


Thermos 
Bottles 


(Pint Size) 





A strong vacuum bottle, 
equipped with standard fill- 
er and shock absorber. 
Case reinforced with tinned 
collar. Dark brown enamel 
finish. Aluminum shoulder 
and cup. 


CE INGE vie wincccecas 0.00 


. .0.00 





LAWN and BEACH 
CHAIRS 


Adjustable to 4 positions, 
| strongly built, fold into 
small space. Bright, gay 
colored 

stripes aaa eal av 





LUGGAGE CARRIERS 


12” high, extend 72”. 
Have adjustable feature. 
Easily fastened to run 

Me HOME .....06000. 0.00 


CENTRAL HARDWARE Co. 


Address Here 


Free Delivery 


Phone 3885 











Beauty in Color and Form 
Should be Part of Every Commonplace Thing We Use 


By SAUNDERS NORVELL 
“The recollection of price re- 
mains long after quality is for- 
gotten.” “New Idea.” 


AM still reading the speeches 
| made at the Chicago Convention, 

or the Chicago Congress of the 
National Retail Hardware Associa- 
tion. : 

Washington has no monopoly on 
modern up-to-date ideas. The “brain 
trust” was fully organized and at 
work at the Congress. One of the 
new ideas advanced was that the na- 
tional advertising resulting in the de- 
mand for goods was all out of date. 
I gathered the idea the proper thing 
to do was to stop the advertising, 
cut out the finish, and put a lower 
price on the goods and so give “real 
value.” Some of this talk I must 
admit gave me a good laugh. It re- 
minded me of a brief period of some 
twelve years ago when I was in the 
drug and chemical business. 

It was a simple matter to have 
chemists analyze any nationally well- 
known preparation, such for instance 
as a tooth paste. After this analysis 
it was very easy to figure up the 
costs of the material going into the 
tooth paste arid to figure out the 
profit. Of course, the profit was 
large. A tooth paste that retailed 
at 50c. was sold by the jobber to the 
retailer at $3.50. The jobber bought 
at $2.50. We figured out that the 
cost to the manufacturer, just for 
labor, material and overhead, was 
about $1.50 per dozen. Just stop 
and think of a manufacturer making 
a profit of $1.00 per dozen on tooth 
paste. Even if he spent 50c. of this 
dollar in advertising this left him a 
net profit of 50c. per dozen. There- 
fore, why not make a tooth paste 
just as good as this advertised tooth 
paste and sell it to the jobber at 
$2.00, so he could sell it to the re- 
tailer at $2.50, and so the retailer in 
turn could sell it at 35c.? You see, 
this would save the consumer 15c. on 
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in Our Daily Lives 


But no 


every tube of tooth paste. 
advertising. 

It was a great idea. We made the 
tooth paste and sent out samples to 
Then we waited for 
Very few orders came. 


our salesmen. 
the orders. 





Brothers Start 


Voyage on Raft | 
| To New Orleans 


(Leave Mendota on Craft Only | 


| Outlay on Which Was 
Quarter for Nails 


On a driftwood raft, lashed to- 
gether by some old wire and a 
quarter’s worth of nails, two broth- 
ers pushed out into the Mississippi 
river at Mendota Satusday bound 
on the 2,000 mile journey for’ New 
Orleans. 

The boys are Paul and Hans 
|Krusa of Liberty, N. Y. Paul is 
a senior at Harvard University and 
Hans has just finished -his fresh- 
man:year at St. Olaf College, North- 
field. 


—— 
ape 








Brothers Paul ‘and Hans already 
have a record of thousands of miles 
of travel behind them.-When*school 
was out this June, Paul hitchhiked- 
his way to the World’s Fair in Chi- 
cago, where he was soon joined by 
Hans who had taken to the open 
road at Northfield, 

‘Together they made their way 
‘Ito headwaters of the Mississippi 
in, Itasca park and then headed 
couth for the start of navigation 
at Minneapolis. Along the river 
bank below Fort Snelling and Men-’ 
dota they collected driftwood’ lors 
and enough scraps of lumber .to 
make a raft and two big sweeps. 

The raft, F. O. B. Minneapolis, 
cost a grand total of 25 cents. 

That was for nails. Barbed wire, 
which they used to bind the logs 
together, and such finished prod- 
ucts as sawed lumber were salvag- 
ed out. of. the Fort Snelling dump’ 
and was -gratis. i 

Saturday Hans and Paul pushed 
their strange craft out into the cur- 
rent and started on the long trip 
to New Orleans. They think they 
can reach the Louisiana city in six 
weeks running time. 
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The above clipping is of interest in 

view of Mr. Norvell’s recent article sug- 

gesting a vacation on a raft on the 
Mississippi 


Then we wrote letters and asked the 
jobbers why they did not buy this 
tooth paste. We guaranteed the 
quality was first class, just as good 
as any made, and the price was 50c. 
per dozen less. In reply we received 
some very illuminating letters. Many 
of these letters said there is no de- 
mand for your tooth paste. If we 
put it on our shelves it will just stay 
there and dry up. If you will create 
a demand, then we will stock your 
paste. The majority, however, wrote, 
what is the use of buying a tooth 
paste without any demand, instruct- 
ing our clerks to put in their time 
talking, trying to sell this paste in 
place- of other well known brands, 
and then have the jobber and the re- 
tailer actually make a smaller profit 
on a dozen of your tubes of tooth 
paste than they could on the adver- 
tised brands? 

This story does not draw upon the 
imagination. It was an actual ex- 
perience. We stopped manufactur- 
ing this tooth paste and eventually 
had to take back most that we had 
sold to our jobbers. Of course, a 
few consumers did write us they had 
bought this paste and liked it, they 
would be glad to know where they 
could get some more. The quality 
of this paste was not appreciated out- 
side of our own organization. 

In this tooth paste illustration is 
the idea of a real value that did not 
go over simply because the goods 
were not known by the public and 
were not called for. 

My old boss, E. C. Simmons, had 
many maxims that he passed out to 
the young men working for his con- 
cern. Among many that I remember, 
one comes to my mind with especial 
force when I read about the Chicago 
Congress. This saying was—‘Do 
not be too much influenced by the 
exception.” Now, of course, all of 
us, aS newspaper men know, pay 
very little attention to the regular 
and common things of our every day 
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“If I ran a hardware store I would make it just as artistic and beautiful as I could,” says Mr. Norvell. This is the sporting 
goods department of the Ott Hardware Co., Santa Barbara, Cal. 


life, but when something exceptional 
happens, then we think about it. 
What Mr. Simmons meant by his 
axiom was that frequently we are so 
much interested by an exception that 
our attention is centered on the ex- 
ception that we forget all about the 
common run of every day events and 
so our judgment is not sound. 

Let me illustrate just what I mean. 
When I traveled in Kansas in the 
town of Ellis there happened to be 
one man, who had an old fashioned 
Henry 44 rifle. It was the only 
rifle of that kind in Ellis County. On 
one of my trips I called successively 
on the five stores that carried am- 
munition and each one of them 
bought from me 100 .44 caliber 
Henry cartridges. At the last store, 
when the merchant called off this 
item from his want list, I inquired 
about the number of Henry .44 cali- 
ber rifles in town. He told me there 
was only one, but the old timer who 
owned this rifle, came in, asked for 
these cartridges and impressed upon 
this merchant to be sure and order 
some when he bought his next lot of 
goods. This ammunition, of course, 
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was the exception. The merchant, 
however, did not ask the old pioneer 
if he had made the request of every 
other merchant in town. He just de- 
cided to get the cartridges for him. 
When I told him I had already taken 
orders for 400 of these cartridges 
from the other four merchants he 
said he guessed he would not buy 
any. 

I regret to say that I did not go 
back to these other merchants and 
tell them my story. I suppose today 
if someone would visit Ellis, Kansas, 
and look over the shelves of the hard- 
ware stores they would find some of 
those 400 .44 Henrys still in stock. 

Yes sir, some of these speakers in 
Chicago advocate in order to reduce 
costs that hardware should not be 
well finished; in fact, a lot of items 
in the hardware line do not need any 
finishing at all, nor do we need fancy 
labels, or attractive boxes. Take a 
hammer, for instance. Why finish 
the head of a hammer? Why do any 
polishing? The natural finish is 
good enough. Put in a handle, of 
course; but why finish the handle? 
It is just a waste of money to wax 


these handles, a plain handle is good 
enough. Then when it comes to 


Jabels why have a fancy label? Just 


a plain piece of paper with the num- 
ber of the handle and the size and 
the name is all that is necessary. 
These speakers do not state that 
the pasteboard box might also be 
eliminated. I can remember very 
well’ in my early days as a stock 
clerk when many lines of hardware 
came wrapped in paper. Pasteboard 
boxes were the exception and not 
the rule. Of course, I can remember 
also what a cheerful job it was to 
untie some of these packages, take 
out a fraction of a dozen, then tie up 
the remaining quantity, change the 
quantity on the label and then also 
wrap up the lot for the customer. 
How well I remember Stubbs taper 
files tied up a half a gross in a pack- 
age, and what a greasy package. In 
the dull summer months, just to kill 
time, we stock clerks used to take 
these files out of the shelves, and 
rewrap them one dozen in a package. 
If a hatchet can be sold without a 
fancy box, and without any finish 
(Continued on page 58) 


41 








INCE the importance of sun- 
.' light to the human system has 

become more thoroughly un- 
derstood, science has endeavored to 
give us a safe, convenient means of 
providing artificial sunlight when 
and where natural sunlight is unavail- 
able. The first sunlamps, requiring 
goggles to prevent injury to the eye- 
sight, were far less efficient and con- 
venient than the product of today. 
The claims of many manufacturers 
that the sunlamp was a cure-all 
aroused skepticism in the mind of 
the public, but today people are be- 
ing educated to the real worth of 
the modern sunlamp. 

For thousands of years, without 
the help of science, both barbaric 
and civilized peoples, following 
their own common sense and _in- 
stinct, have exposed their bodies to 
the sun. But the race has moved in- 
doors, due to rain, snow, low winter 
sun and other interferences that rob 
us of the vital ultra-violet in sun- 


light, upon which we are so de-: 


pendent. Smoke, window glass, 
clothing and indoor living also con- 
tribute to the shutting out from our 
bodies of the beneficial rays in nat- 
ural sunlight—the kind that produce 
Vitamin D. No matter how bright- 
ly the winter sun shines, it lacks the 
greater percentage of ultra-violet 
found in summer sunshine, because 
it must penetrate a greater mass of 
atmosphere to reach us. 


The Public Wants 
Sun Lamps 


An enlightened public has not 
only needed, but wanted, a greater 
supply of sunlight. Vacation re- 
sorts are becoming more popular 
than ever, not as retreats from work, 
but because of the opportunity for 
absorbing sunshine. These vaca- 
tions at best are temporary and of- 
ten occur during bad weather or 
periods of insufficient sunlight. It 
was natural that the public’s fancy 
should be captured by lamps that 
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A profit item that has reached 
full maturity as an appliance and 


as “over the counter” merchandise 


provide artificial sunlight any time 
of the year, any time of the day or 
night, in the privacy of the home. 
The electrical industry, in order to 
answer the tremendous demand for 
an artificial approximation of nat- 
ural sunlight, recently brought out 
a new kind of incandescent lamp, 
which makes it possible to bring the 
summer sun into the home the year 
round. This lamp is called the 
Type S, and it is produced in two 
models, namely S-1 and S-2. The 
Type S-1 lamp offers a powerful 
source of ultra-violet radiation and 
bright illumination, while the Type 
S-2 is considerably milder. 


Type S Lamps Are Easily 
Installed 


These Type S sunlamps, with 
their fixtures, take their place along 
with the ordinary portable and ceil- 
ing fixture for ease ‘of installation. 
While many special parts, such as 
transformers, special switches, wire, 


etc., are essential to their proper op- 
eration, these various parts have 
been built into the fixture by the 
manufacturer so that the customer 
can plug in the unit in the same way 
he plugs in his electric toaster, 
radio or bridge lamp. The entire 
ensemble is a self-contained unit, so 
made as to give the customer the 
most efficient illumination and ultra- 
violet effectiveness possible. 

Eight fixture manufacturers, par- 
ticipating in a cooperative activity 
last fall and this spring, offered a 
wide range of models which employ 
the Type S-1 and Type S-2 G.E. 
Mazda sunlight lamps. Portable 
floor models include everything 
from purely utilitarian sunlamps, 
severe in simplicity of design, to or- 
nate types with silk and parchment 
shades which fit into the scheme of 
living room or bedroom. One model 
may be converted into a table, wall 
or ceiling unit. Other models are 
for bathroom or breakfast nook. 


This floor plan of the display illustrated on the opposite page, shows the simple 
construction required-to produce an attractive setting in which to demonstrate 
the sun lamp to your customers. 
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Invite the prospect to be seated in a beach chair in the warm glow of a sun lamp 
and relax there. The desire for ownership will be brought to the surface if it 
exists atall. Everyone longs to spend a winter in the south. Realize on this desire. 


Because only those rays which are 
found in natural sunlight are’ trans- 
mitted by the bulbs of Type S sun- 
light lamps, goggles are no more 
necessary than in the case of nat- 
ural sunlight, and the radiation 
may be used just as it is on the 
beach in the summer. The same 
benefits and the same possibility of 
sunburn are present, therefore the 
same discretion and temperance in 
the use of this ultra-violet radiation 
is required as for natural sunlight. 
Sunburn and tan are not essential 
—the benefits of ultra-violet radia- 
tion can be obtained without red- 
dening the skin. 


For Alternating Current 


Correct operation of these Type S 
lamps is dependent upon alternating 
current 110 to 120 volts and 60 
cycle. It is possible, however, to 
install a motor generator (now 
available at $75.00, list) between 
the outlet and the fixture, so as to 
permit operation on direct current. 

List price on Type S-1 lamp is 
$7.50; Type S-2 is listed $3.75. 
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Complete fixtures employing these 
lamps range in price from $20.50 
up to $59.50. Elaborate custom- 
built fixtures run relatively higher. 


Sun Lamps Have Been Well 
Advertised 


A great deal of cooperative ad- 
vertising has been done by a group 
of fixture manufacturers, and it has 
created wide interest in sunlamps as 
well as a strong demand for them. 
The retail hardware dealer can take 
advantage of this advertising by 
featuring the lamps in window and 
store displays and by local advertis- 
ing. A corner of the store ar- 
ranged similar to the illustration 
will create desire for ownership in 
the minds of your prospects. Near- 
ly everyone has the desire, if not 
the hope, of spending a winter in 
southern sunshine. This desire may 
easily be capitalized. Invite the 
prospect to be seated in the beach 
chair in the warm glow of the sun- 
lamp and simply relax there. The 
feeling of comfort he experiences 
will make him a likely purchaser if 


istribution 


it does not actually sell him right 
there. 

Promote the sunlamp idea by talk- 
ing about it in and out of the store. 
The cooperative advertising of the 
groups interested has presented a 
more effective program than hereto- 
fore, featuring numerous home and 
commercial applications, new re- 
duced prices, new models and 
human interest illustrations. The 
generally anticipated recovery in 
commercial and industrial markets 
will materially affect the prospects 
for this type of profitable merchan- 
dise. Fifty thousand inquiries were 
received from the last campaign. 
Booklets, photographs, diagrams, 
bulletins, sales ideas, magazine ar- 
ticles, window display cut-outs in 
seven colors (38 in. x 21 in.), radio 
broadcasting, reprints, film slides, 
special campaigns, luncheon speak- 
ers, etc., contributed to the promo- 
tion of the sunlamp. This tremen- 
dous aid to the dealer in selling 
these lamps should make the sales 
effort very productive of profits. 

The new lamps are intended for 
those millions of people who con- 
sider themselves well or reasonably 
well, but who feel that they are not 
getting their full share of ultra-vio- 
let light. They are not intended for 
those ‘who consider themselves ill 
and attempt self-medication. They 
simply provide the same sort of ra- 
diation of ultra-violet light that is 
obtained from the sun. Used with 
the same discretion as in the case 
of natural sunlight, they need no 
doctor’s direction. 

The new Type S lamps give pleas- 
ant illumination and comfortable 
warmth along with safe ultra-violet. 
They assure the customer proper re- 
flector contour, efficient ultra-violet 





reflecting surfaces and _ excellent 
workmanship. 
Editor’s Note:—HarpwaRE AGE ac- 


knowledges the assistance of the Incandes- 
cent Lamp Division General Electric 
Company, Nela Park, Ohio, in preparing 
the information contained in this article 
for its readers. 
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Reeovery Act Chief Topie at 
Southeastern Convention 





CHARLES CAMPBELL 
President 
Southeastern 


HAS. A. CAMPBELL, St. Peters- 
burg, Fla., a former president of 
the Florida group, was elected 

president at the Southeastern Hard- 
ware and Implement Association’s 20th 
annual convention, held at the Ansley 
Hotel, Atlanta, Ga., July 11, 12, and 13. 
Walter Harlan, Atlanta, Ga., was chosen 
to begin his twenty-first year of continu- 
ous service as secretary-treasurer of the 
Alabama, Florida, Georgia and Tennes- 
see State associations, and of the parent 
organization, the Southeastern Assn. 

Except for the opening session, Tues- 
day afternoon, practically the entire 
program was centered around discus- 
sions of the National Recovery Act, con- 
cluding Thursday morning with adop- 
tion of a tentative code, governing the 
retail hardware and implement trades in 
the four states represented in the South- 
eastern membership. A permanent 
Emergency Control Committee, of five 
members, to administer the code, was 
also elected and will hear and adjudi- 
cate any complaints that may arise from 
time to time. This committee is com- 
prised of the new president, Secretary 
Harlan, and three former Southeastern 
presidents, each of whom are past presi- 
dents of the state groups they shall rep- 
resent, with B. L. Noojin, Gadsden, Ala., 
as chairman. Other members are: Ed 
Jarman, Baxley, Ga., and W. C. Wad- 
dell, Greeneville, Tenn. 

The opening session was called to or- 
der Tuesday afternoon, by Alex Hall, 
Moultrie, Ga., president of the Georgia 


At 


R. A. NORRIS 
Retiring Pres. 
Southeastern 


WALTER HARLAN 
Sec. Treas. 
Southeastern 


association, who, after a brief word of 
welcome, introduced officers of the 
Southeastern and affiliated associations. 
Following opening formalities, Mr. Noo- 
jin conducted a service in memory of 
three members of the association who 
passed on during the past year. Presi- 
dent Hall then introduced the first 
speaker on the program, W. T. Christy, 
Atlanta, Ga., district manager, Edison 
General Electric Appliance Co., who 
very forcefully outlined the sales and 
profit opportunity of “Electrified Hard- 
ware,” and described what this line will 
probably mean to the future of the hard- 
ware business. At the conclusion of his 
talk, Mr. Christy answered a number of 
questions on appliance selling that were 
broached by various dealers. 


Concluding Feature 


The concluding feature at the Tues- 
day afternoon session, was an address 
on “Expense Budget for Retail Stores,” 
by vice-president Charles A. Campbell, 
St. Petersburg, Fla., who outlined the 
value of the N.R.H.A. survey for com- 
parative purposes. Such a comparison, 
he said, had enabled him to so reorgan- 
ize his business that all through the 
years of the Florida realty boom col- 
lapse, and the successive years of gen- 
eral depression, he had been able to 
show a satisfactory profit. 

Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., followed 
Mr. Campbell with a short talk, in which 


he said that the cost and budget meth- 
ods available through the National as- 
sociation’s offices had saved thousands 
of stores from great losses, and perhaps 
ruin, during the past few years. 

On Wednesday morning, vice-presi- 
dent Campbell called the second session 
to order. Nearly 200 were present to 
hear presentations of the Recovery Act, 
and the interpretations as to how it 
would affect the hardware and imple- 
ment trades. The principal address on 
this topic was by T. W. McAllister, 
vice-president and editorial director, 
W. R. C. Smith Publishing Co., Atlanta, 
Ga., publishers of Southern Hardware, 
and secretary, Southern Hardware Job- 
bers Assn. Following his address, there 
was an open forum discussion of the 
provisions in the recovery program, led 
by Rivers Peterson. This was then fol- 
lowed by an address on “Your Trade 
Association and What It Means To You 
Now,” by L. P. Dickey, Atlanta, Ga., 
southern manager, U. S. Chamber of 
Commerce. Secretary Harlan then read 
the tentative code, and after discussion, 
it was held over for adoption at Thurs- 
day morning’s session. 

Mr. McAllister gave a lengthy por- 
trayal of the various concepts of the Re- 
covery Act as it will probably affect the 
hardware trade, and said in effect that 
the Act “provides that a business man 
may no longer operate his business 
merely from the viewpoint of how he 
may maké'the most profit from it. Here- 
after, he must operate from the view- 
point of what is best for the people as a 
whole.” 

Mr. Dickey, in outlining the reasons 
why every dealer should join and work 
with a trade association, emphasized 
that such action was now almost imper- 
ative if a business man “hopes to stay 
in business on the best terms for him- 
self, his fellows in trade, his community, 
and his government.” 

At the conclusion of Mr. Dickey’s ad- 
dress, followed by more queries from 
members, the proposed code was pre- 
sented by secretary Harlan. At the 
Thursday morning session, it was voted 
to approve the code as drafted, subject 
to the inclusion of any specific recom- 
mendations found desirable by the com- 
mittee. The code, as adopted, covers 
the mandatory provisions regarding la- 
bor, hours, and wages, etc., with a slid- 
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CHAS. R. REW 
Retiring Pres. 
Alabama Assn. 














FRED BELL 
President 
Alabama Assn. 


ing wage scale covering adult male and 
female employees, in groups according 
to population, i. e., “over 100,000 popu- 
lation,” “25,000 to 100,000,” and “in 
communities, towns and cities, of less 
than 25,000 population, based on the 
1930 census.” A 48-hour week was pro- 
posed, “exclusive of executives, except 
for a period of two weeks before Christ- 
mas, and one week for inventory—and 
not to exceed a 48-hour week average 
over any given six months’ period.” 





H. E. RAGLAND 


President Georgia Assn. 


The duties and functions of “a hard- 
ware and/or implement dealer,” are de- 
fined and provisions made that “any per- 
son, firm, or corporation. . . . who sells 
at retail any item or items ordinarily 
carried in stock by the average hard- 
ware and/or implement store. . . . but 
does not come under the classification 
of a hardware and/or implement re- 
tailer. . . . shall sell under the same 
rules. . . . as shall govern the retail hard- 
ware and implement trade, under the 
provisions of the code. 

Among unfair trade practices defined 
and regulated by provisions of the code 
are: selling below cost; trade-in allow- 
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ances; premiums; credit terms; free 
deliveries; taking cash discounts; secret 
rebates, and other factors, which if mis- 
used, are detrimental to profitable store 
operation. Right of appeal to the Emer- 
gency Control Committee is granted any 
member accused of, or wishing to re- 
port unfair trade practices by any mem- 
ber, or branch of the hardware and/or 
implement trades. The code applies to 
both hardware and implement dealers 
and is to become effective ten days after 
approval of the National Code by the 
President. 

Mr. Peterson outlined the work that 
is being done by the National associa- 
tion on the code, reporting that Mr. 
Sheets, national secretary, had made 
several trips to New York City, in con- 
ference with the National Retailers 
Council, and to Washington, for confer- 
ring with the recovery administrators. 

Wednesday afternoon’s session was 
featured by addresses on “The New 





LESTER McCLUNG 


Retiring Pres. Florida Assn. 


Deal,” by Rivers Peterson, and on 
“Competitive Problems and _ Present 
Conditions,” by Luther R. Stein, vice- 
president, Belknap Hardware & Mfg. 
Co., Louisville, Ky., together with elec- 
tion of officers and forum discussions 
following each of the above two ad- 
dresses. Mr. Peterson stated that re- 
ports reaching the National office 
showed hardware sales in June were 17 
per cent of the same month a year ago, 
and he expressed a confident feeling as 
to the continued upturn in hardware and 
other business, as well as to the success 
of the National Recovery program. 
The greater part of Mr. Peterson’s 
talk, as did also Mr. Stein’s, dealt with 
ways in which manufacturer-jobber, and 
jobber-dealer relations could be 
strengthened. Quoting his favorite busi- 
ness motto, Mr. Stein offered: “Look be- 
yond the deal and make a connection,” 
as a guiding thought to both jobbers in 
their dealer relationships, as well as to 
the dealer-consumer function. Mr. Stein 
further said: “The year 1933 will be 


recorded as the year of the great show- 
down, bringing about the cave-in of 
some and the great expansion of others. 
It is all in how you look at the situation, 
face the facts, readjust your thoughts 
and your business to the new order of 
things, and take steps to put your house 
in order for a new era ahead.” Mr. 
Stein, in citing the “fear to buy,” as 
evidenced in his own company, said: 
“The minute we added 150 people to 
our payroll, the 1000 others felt they no 
longer fear losing their job except 
through inefficiency and began renewed 
buying, a confidence which was given 
further impetus when we hiked the 
wages of every one of them 10 per cent 
on June 1.” Confidence, he declared, 
is the great need of the country today. 

At the closing session, Thursday 
morning, there was an address by F. J. 
Nichols, director, merchants service di- 
vision, National Cash Register Co., Day- 
ton, Ohio, followed with adjournment 
into an executive session for dealers 
only, at which numerous matters of 
dealer interest were discussed and the 
code adopted as previously mentioned. 

Mr. Nichols presented an almost ma- 
chine-gun-like array of facts and argu- 
ment as to what dealers shall do in con- 
formity to the new program in retailing, 
and “what you must do if you are to 
stay in business and succeed,” saying: 





ALEX. HALL 


Retiring Pres. Georgia Assn. 


“If you think you are going back home 
and do business just like you always 
have and haven’t realized the fact 
that you are face to face with a new 
situation, go right back home and begin 
closing out. That may sound like a 
bombshell, but it’s a fact, and you may 
as well realize it now as a few weeks or 
months later. Now is the time for profit. 
You have a better chance to make a 
profit than in many a day. What are 
you going to do about it? The answer 
—the ultimate result of it all is up to 
you. Go home and get busy.” 

The social high spot of the convention 
was the annual banquet .and dance at 
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B. C. KICKLITER 
President Florida Assn. 


the Henry Grady Hotel on Wednesday 
evening. About 150 were present, and 
it was a most enjoyable affair, including 
an excellent cabaret floor show, which 
was presented through the courtesy of 
the following Atlanta firms: Atlantic 
Steel Co.; Atlanta Stove Works; Beck 
& Gregg Hardware Co.; Dinkins & 
Davidson Hardware Co.; Sharp-Zachry- 
Horsey Co.; Atlanta Plow Co., and the 
International Harvester Co. W. C. Wad- 
dell, Greeneville, Tenn., a former South- 
eastern president, and widely known as 
the “Will Rogers of the Hardware 
Trade,” was at his best in presiding as 
toastmaster. 


The following officers were elected: 


SouTHEASTERN: president, Charles A. 
Campbell, St. Petersburg, Fla.; first 
vice-president, B. H. Matthews, Camden, 
Ala.; second vice-president, Ira B. Tay- 
lor, Trenton, Tenn.; third vice-president, 
C. W. Truitt, Commerce, Ga.; secretary- 
treasurer, Walter Harlan, Atlanta, Ga.; 
executive committee, W. C. Waddell, 
Greeneville, Tenn.; John Ed Wallace, 
Sylacauga, Ala.; Ed Jarman, Baxley, 
Ga.; M. Richardson, Lawrenceburg, 
Tenn.; B. L. Noojin, Gadsden, Ala.; 
Peyton L. Yon, Tallahassee, Fla.; J. D. 
Cottrell, Leesburg, Fla., and R. A. Nor- 
ris, Covington, Ga. 

ALABAMA: president, Fred Bell, An- 
niston, Ala.; vice-president, R. R. Wood- 
all, Springville, Ala.; secretary-treas- 
urer, Walter Harlan, Atlanta, Ga.; ex- 
ecutive committee, L. B. Sessions, Cam- 
den, Ala.; W. L. McArver, Birmingham, 
Ala.; L. S. Hunter, Alexander City, 
Ala.; B. L. Noojin, Gadsden, Ala., and 
R. Rew, Leeds, Ala. 


FLorwa: president, B. C. Kickliter, 
Sarasota, Fla.; vice-president; L. B. 
Ellinor, Havana, Fla.; secretary-treas- 
urer, Walter Harlan, Atlanta, Ga.; ex- 
ecutive committee, T. M. Treiber, Dade 
City, Fla.; C. X. Balfour, Winter Haven, 
Fla.; Peyton L. Yon, Tallahassee, Fla., 
and Lester McClung, Clearwater, Fla. 

Georcia: president, H. E. Ragland, 
Newnan, Ga.; vice-president, H. Kilpat- 








R. P. LONDON, JR. 


President Tennessee Assn. 


rick, Thomaston, Ga.; secretary-treas- 
urer, Walter Harlan, Atlanta, Ga.; ex- 
ecutive committee, J. D. Hudson, La 
Grange, Ga.; M. D. Norton, Marietta, 
Ga.; H. C. Tharpe, Dublin, Ga., and 
O. B. Stuart, Ashburn, Ga. 

TENNESSEE: president (reelected), R. 
P. London, Jr., Johnson City, Tenn.; 
vice-president, D. E. Beasley, Dickson, 
Tenn.; secretary-treasurer, Walter Har- 
lan, Atlanta, Ga.; executive committee, 
J. B: Brown, Erwin, Tenn.; Joe Wright, 
Sweetwater, Tenn.; H. W. Norton, 
Maryville, Tenn., and J. W. Vaughn, 
Winchester, Tenn. 


Just Among Ourselves 


highly desirable. Appropriate for trav- 
elers, for summer bungalows or as an 
extra radio in the home, the pee-wee 
set will not spoil the radio business 
but will provide an extra profit sales 
opportunity. In several major Metro- 
politan areas all radio has been through 
a heavy price-cutting battle, but in the 
smaller cities and towns I have visited 
west of Pittsburgh this condition is not 


apparent. 
HA 








Two Kansas City drug chains sell 
paints, straw hats, radio, and many 
other items quite foreign to the recog- 
nized drug lines. These stores appear 
to open early and close late, seven days 
a week. I hear reports of extremely 
low wages to girl clerks and not exces- 
sive salaries for the men. Certainly 
any code (horizontal or vertical) 
should check this commonly observed 
chain drug store activity. It is thor- 
oughly unfair for these stores to be 
open seven days a week and for such 
long hours every day. The President’s 
blanket code (or agreement) on min- 
imum wages and maximum working 
hours should help curb this particular 
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(Continued from page 31) 


brand of competition early in the game. 

And every hardware merchant will be 

for it. 

HA 
ITHOUT a doubt, some leeway 
will be allowed drug stores in 

the filling of prescriptions. This will 

be done as an alleged measure to pro- 
tect public health. But the exemption 
which permits prescription department 
to stay open seven days a week (and 
allows more than the 40 hours per 
man) should have certain limitations 
preventing merchandising during the 
extra hours by the prescription staff. 

For many years, some States have had 

laws prohibiting drug stores selling on 

Sunday all merchandise not required 

because of sickness, accidents, etc., but 

I never saw the law observed. Did 

you? 








HA 

With a 40 hour basis for mercantile 
establishments, there will be staggered 
working periods, some additional re- 
tail employment and some general cut- 
ting down of store hours. This new 
move, inspired from Washington, pro- 
vides an excellent opportunity for all 








kinds of retailers to get together on a 
program of early closing. The public 
is in a fine mood to respect such con- 
certed action. And it may be a long 
time before such a chance presents it- 
self again. Retailers have long suf- 
fered extreme hours in their strenu- 
ous work. The new arrangement should 
provide more hours for recreation. Let 
us take full advantage of this “new 
deal.” 


— i 


If anyone tries to sell you mem- 
bership in some new and previously 
unknown trade organization and 
uses the National Recovery Act as a 
wedge or a threat don’t pay any 
attention to him. And above all 
don’t part with any money. The 
hardware industry has adequate as- 
sociation facilities in existence for 
many years. These are competent to 
represent all factors of the hardware 
business in the making of codes. If 
you have any doubts about any such 
propositions write HARDWARE 
AGE and give full particulars. 


HARDWARE AGE 











Si 
Hari 
ing | 
hard 
jobb 
meth 


edito 
chan 
excl 
grou 


magé 
wher 
cond 
ing t 
tary 
does 
in th 


rece] 
reme 
volur 
the { 
or it 
grow 
possi 
that 
throu 
Is it 


the I 
chair 
those 
grou) 
jour 


print 
tribu 
town 
cuts, 
wide 
artic! 
ball 
quote 
anotl 
them 
foole 
Fre 
ware 
cent 
they 
purcl 


jobbe 


AU‘ 





as- 
>X- 
La 
ta, 


nd 


m- 


ly 
nd 


a 


all 








LETTERS 10 cre Editor 


“Is It a Case of Survival of the Fittest?” 


By W. H. TRUE 
Larson Hardware Co., Sioux Falls, S. D. 


Stoux Fatis, S. D.—The pages of the 
Harpwake AcE have for months been teem- 
ing with articles from the leaders of the 
hardware industry pointing out to the 
jobber and retailer the only successful 
method of keeping abreast of the times. 

Reading between the lines of your 
editorials one gets the idea that ideal mer- 
chandising has been solved absolutely and 
exclusively by the chain and voluntary 
groups. Let us not be unduly influenced 
by the prediction of voluntary chain 
magazines that the day is almost here 
when every type of retailing will be 
conducted through voluntary chains, claim- 
ing the basic principle underlying all volun- 
tary chains is cooperation. In what respect 
does this differ from principles employed 
in the operation of any successful business? 

What is this all about? Are we too 
receptive to new deals that do not always 
remedy our ills? Is this wave of chain and 
voluntary store scheme created to improve 
the financial condition of the membership, 
or it is an attempt to retard the rapid 
growth of local jobbers? Isn’t it quite 
possible that manufacturers are convinced 
that the distribution of their products 
through local jobbers is growing rapidly? 
Is it not a case of survival of the fittest? 

A Northern jobber in a recent issue of 
the Harpware AcE said that his voluntary 
chain was based upon the principles of 
those originated by a Canadian voluntary 
group. Some time ago I read in a trade 
journal of the failure of that very group. 

I have on my desk three circulars 
printed by a voluntary chain and dis- 
tributed by hardware dealers in three 
towns within a radius of 20 miles—same 
cuts, same descriptions, but showing a 
wide variation of prices on the same 
articles. As an example, well-known base- 
ball bats supposed to be $2.00 retailers 
quoted $1.39 on one circular, and $1.65 on 
another. Nothing is said, of course, about 
them being obsolete numbers. Who gets 
fooled? 

From Chicago come appeals to hard- 
ware dealers to line up with them 100 per 
cent to take advantage of special deals that 
they are able to offer by reason of great 
purchasing power. At the same time this 
jobber quoted on the periodical flyer a 
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price of $1.75 per dozen on a nationally 
known staple article sold everywhere to the 
trade at $2.00 per dozen. Let’s look behind 
the curtain. The manufacturer of that 
article said the Chicago jobber’s cost did 
not justify the price quoted. Were you 
fooled, Mr. Hardware Dealer, not in buy- 
ing the article but the motive intended? 


The Extra Five 


Comes now a jobber from the South, who 
unquestionably wrote at least one of his 
salesmen that he realized the fall business 





W. H. TRUE 


on a certain line had been booked, but if 
he could edge in here and there with a 
confidential 5 per cent do so and a per- 
sonal check would be forwarded to settle 
any such deals made. Who gets fooled on 
a deal of this kind? Is it the dealer to 
whom the proposition is made, or the 
hundreds of other loyal customers who are 
not so favored? 

Yesterday morning I saw displayed and 
advertised in a local window a farm tool 
at $1.00 each. Later in the day I learned 
the firm had paid $14.25 per dozen for 
them. Was the farmer fooled by the motive 
intended? 

The catalog house sends its local buyer 
into the metropolitan district with instruc- 
tions to pick up at retail at any price certain 





well-known hand: saws. What they pay is 
of no particular consequence. The saws 
are to be sold to consumers at prices a 
little less than the hardware dealers 
actually pay their jobbers for them. The 
hardware department for the catalog house 
gets credit for its normal profit for selling 
the saws, and the rest of the loss is charged 
to advertising. This is the very basis on 
which catalog houses originated, operate 
and thrive. 

And then our State hardware associa- 
tions, during the past year or two, have 
employed special speakers to tell their 
members to insist upon their own jobbers 
putting them in a position to meet the 
special prices made by chain stores. If a 
chain store or a catalog house wants to 
sell a wrench at one-half actual cost that 
is their contribution to deceit. 

A monument was erected in a Southern 
city to the boll weevil. Good live indepen- 
dent hardware merchants, and “thank 
God there are lots of them,” all over this 
land, would be glad to erect a suitable 
memorial to the chain store industry for 
the benefits they have received from them 
in helping to “keep abreast of the times.” 


Is the whole fabric of distribution inter- 
woven with deceit? 

It is conceded by the best authorities 
that the cost of distribution from manu- 
facturer to consumer, whether through the 
jobber, chain store, or voluntary chain, 
varies but little. 

There is no question as to the truth of 
the statement, “The live up-to-the-minute 
independent hardware dealer is not panic- 
stricken with these various positive solu- 
tions of his problems.” He realizes that in 
this world of competition the fundamental 
principle of trading is to holler a little 
louder than his competitor. He keeps a 
well balanced stock. He picks up specials, 
but not from one house alone—his store is 
clean and orderly—turnover is his objec- 
tive, courtesy is his stock in trade. He 
figures out his own selling schemes and he 
prospers. 

Yours truly 
W. H. True 
Larson Hardware Co. 
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Utilities and Electrical Appliance Competition 


Eurauta, Ata.—I want to make a sug- 
gestion with reference to curbing the com- 
petition of the utilities on electrical 
appliances and placing this competition on 
a fair and equitable basis with hardware 
dealers,#which is all we could reasonably 
ask. It is the custom of the utilities to bill 
merchandise or installment payments on 
appliances on the same bill with their 
service charges and require payment of 
both at same time. 

They even claim the right to discon- 
tinue electrical service for non-payment for 
merchandise and their customers are gov- 
erned by this attitude. This makes the col- 
lection and payments of installments for 
appliances easy and without the added 
expense that any other dealer incurs. As 
you know the collection part of the install- 


ment business is very expensive and makes 
things very uncertain. This they avoid by 
the above custom. If through the Trade 
Commission, Fair Trade Commission or 
some other organization, they can be made 
to separate those bills and take the same 
chances and expense in collecting for mer- 
chandise that other dealers do, this will 
put them on a more equal competitive basis 
and it is only right that this should be 
done. The handling of merchandise is a 
side line and does not come under the 
same regulations as electrical service, and 
the authority given them in their electri- 
cal service field should be denied them in 
another field of operation. 
W. A. CLirTon 


Clifton Hardware Company. 





A Complete Change in Thinking and Methods 


Cuicaco, Itt.—A letter was recently pub- 
lished in HAarpware AcE—several columns, 
in fact—the entire burden of which was 
this question .. . “DO YOU ROB YOUR- 
SELF OF THE SALE OF A BETTER 
ARTICLE . . . WHEN YOU ALLOW 
YOUR CUSTOMER TO BUY A CHEAP 
ARTICLE?” 

Henry Ford almost monopolized an in- 
dustry . . . by GIVING THE PEOPLE 
WHAT THEY WANTED ... a CHEAPER 
automobile. Do you suppose he ever stayed 
awake nights worrying about spoiling 
the sale of a Lincoln? 

The principle is the same . . . when you 
give people MORE FOR THEIR MONEY 
. -- MORE PEOPLE BUY MORE DIF- 
FERENT THINGS! A broad gage policy 
broadens business. 

Recently, a retailer told me that he had 
sold over 100 dozen of these 25c. flexible 
steel rules . . . several dealers have told 
me of selling as high as from 20 to 30 
dozen. How many 50c. or $1.00 rules do 
you suppose they would have sold in the 
same period? You could count them on 
your fingers! 

When a chain moves next door to an 
independent, the chain sells several times 
the volume of each article that the in- 
dependent formerly sold. Doesn’t that 
mean anything? Many hardware retailers 
think of themselves as supplying the 
“NEEDS” of the community . . . on the 
other hand the chain creates “WANTS” 
and SUPPLIES them. The public “needs” 
very little . . . a coat, a fire and food... 
but the public can “WANT” everything in 
the world. 

“But”... we ask... “why allow a con- 
sumer to buy a 25c. hammer if we can 
sell him a 50c. hammer (of no greater 
utility to him) ?” But CAN we induce him 
to buy it? Should we try to make him 
pay more than he wants to pay? Not so 
good! He does not like it . . . and that is 
why he trades in the syndicate store. He 
resents being sold . . . and who doesn’t? 

Give him an opportunity to buy the 50c. 
hammer ... yes! ... let him SEE it 
. .. but don’t try to talk him into it . 
don’t make him feel cheap . . . he does not 
like that either. That is why he goes to 
the chain store FIRST. They ALLOW him 
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to buy .. . they MAKE IT EASY for him 
to buy just what he WANTS... and he 
likes that. 

Let’s keep right on remembering that a 
whole lot of people who do NOT NEED 
a 50c. hammer or a 50c. steel tape... 
are the SAME people who may “WANT” 
one at 25c.... if they SEE it . . . if it is 
ADVERTISED .. . if it is ATTRAC- 
TIVELY DISPLAYED. Surely, if chains 
have proved anything, they have proved 
THAT! 

“But”... we say ... “we don’t want to 
sell that junk” . . . Who says it is junk? 
... not the public .. . the public BUYS it 

. they must be satisfied with it. There 
are a lot of manufacturers who do not 
like to hear that . . . the facts are, all of 
us would LIKE to sell higher priced mer- 
chandise. 

But isn’t it about time that retailers 
stopped telling the consumers what they 
ought to buy? Isn’t it time for retailers 
to handle what the public WANTS? “But” 

. says the doubter . . . “How can we 
make a living handling such cheap mer- 
chandise? . . . It means such a drop in 
volume.” The syndicate stores handle 
ONLY popular merchandise . . . what 
about THEIR volume? 

Let’s keep right on remembering that 
MORE people . . . buy MORE things. . 
where they get MORE for their money. 
They actually flock into chains to HUNT 
for things to BUY .. . things they cer- 
tainly don’t need . . . things they don’t 
even know they want until they see them 
attractively displayed and plainly priced. 

“But” . . . says the old timer ... “the 
chains have store traffic . . . we can’t get 
an” 

And why can’t we get it? ... the chains 
didn’t have store traffic either . . . but they 
did what the PUBLIC WANTED .. . and 
the public CAME. 

What is to hinder the hardware man 
from advertising “values” . . . what is to 
hinder him from displaying popular priced 
merchandise . . . what is to hinder him 
from doing all the things the chain does 

. to attract trade? 

“But” ... says our old friend .. . “if 
I handle the cheap stuff, it will interfere 


” 


with the sale of the better goods! 


And there we are right back where we 
started! Ask him what about his sales of 
better goods .. . and he says... “Well, 
the depression is playing the devil with my 
business . . . but people will soon be buy- 
ing ‘quality’ goods again.” Some people 
will always buy better goods, of course 

. what has that to do with the proposi- 
tion? A retailer can ALSO handle the 
popular things . . . that is where the VOL- 
UME is! 

Furthermore, a lot of retailers must 
change their minds about what constitutes 
“quality” . . . there must be mental house- 
cleaning of inhibitions and misconceptions. 
The retailer must stop trying to be a pur- 
chasing agent ... he must become a mer- 
chandiser . . . he must stop trying to be a 
factory representative . . . he must try 
to represent his public. 

Certainly, enough independents are 
making good with the new idea . . . and 
the new methods today to prove them 
successful. The fact that so many for- 
mer successful independents, following the 
old ideas, are passing out of the picture 
OUGHT to prove that a COMPLETE 
CHANGE in THINKING and METHODS 
is NECESSARY. 

If it is true that the public is buying 
a NEW KIND of MERCHANDISE from 
the chains and syndicate stores ... (and 
who can doubt it?) ... and if this mer- 
chandise can be sold ONLY by NEW 
METHODS .. . (proved beyond a ques- 
tion of a doubt) ... and if the chains 
are thréatening the existence of inde- 
pendents ... (again, who can doubt it?) 
... then isn’t it clear that the inde- 
pendent retailer MUST face the proposi- 
tion SQUARELY . . . and do one of two 
things? ... isn’t he going to be obliged 
to prepare himself to make a living selling 
the NEW KIND OF MERCHANDISE 

. in the NEW WAY . .. or else prepare 
to throw up the sponge? . . . I think so. 

R. H. Roserts, 
Manager, Dealers’ Service Bureau, 


Hibbard, Spencer, Bartlett & Co. 


Complies With N.R.A. 


Muskecon, Micu.—Anticipating the ulti- 
mate formation of an Association of Sand- 
ing Machine Manufacturers under the Na- 
tional Recovery Act, we decided to get busy 
and revamp our hours and wages so as to 
comply exactly with what the National 
Government is trying to accomplish at 
Washington. 

We set our maximum hours at a total 
of 40 hours a week and our minimum wage 
at 35c. per hour, This necessitated a slight 
increase in our payroll and approximately 
a 7% per cent increase in the number of 
employees at our factory. 

Of course, we immediately wrote to all 
manufacturers of sanding machines sug- 
gesting that they take steps to carry out 
the major wishes of the Government im- 
mediately along these lines and then, 
later, at our leisure we could get together 
and form our code. 

With best regards. 

Yours very truly 
Richard Slater 
Vice-President 
Clarke Sanding Machine Co. 
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TEXAS JOBBERS CHANGE 
ORGANIZATION’S NAME 


The 38th annual convention 
of the Texas Hardware Jobbers 
Assn. was held at the Galvez 
Hotel, Galveston, Texas, on 
June 16th and 17th. Attendance 





E. F. FLATO 


shattered all records, and the 
members voted to change the 
name of the association to the 
Texas Wholesale Hardware As- 
sociation. 

Much of the program was de- 
voted to discussions of the Na- 
tional Recovery Act. A great 
deal of optimism was expressed 
for the future, due to the rise 
in commodity prices and other 
factors entering into the stabili- 
zation of world conditions. 

The following officers were 
elected: president, Edwin F. 
Flato, Corpus Christi Hardware 
Co., Corpus Christi, Texas: 
first vice-president, C. Stanley 
Roberts, Roberts, Sanford & 
Taylor, Sherman, Texas; second 
vice-president,, Sol L. Levy, 
Black Hardware Co., Galveston, 
Texas, and secretary, Oscar J. 
Koepke, Corpus Christi Hard- 
ware Co., Corpus Christi, Texas. 

The Executive Board is com- 
posed of chairman R. R. Witt. 
San Antonio, Texas, and the 
following members: D. P. Seay, 
Dallas, Texas; W. W. Plowden, 
Orange, Texas, and E. W. Har- 


din, Amarillo, Texas. 





JERSEY CITY GROUP 
FORM SECTIONAL ASSN. 


At a meeting held July 24 at 
J. Friedman’s Hardware Store, 
557 Ocean Ave., Jersey City, 
N. J., nineteen hardware mer- 
chants operating retail establish- 
ments in the Greenville section 
of the city, formed the Green- 
ville Hardware Association. 

Harry Jacobson presided as 
chairman, and introduced Hor- 
ace Molyneux, secretary, North 
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Jersey Hardware Association, who 
gave an 
members voted to abide by any 


code decided upon by the Metro- 
| politan hardware dealers. 





SCHWEIKHART RETIRES 
FROM SALT LAKE FIRM 


Completing 41 years of ser- 
vice with the Salt Lake Hard- 
ware Co., Salt Lake City, Utah, 
H. A. Schweikhart 
vice-president and general man- 
ager at the recent annual meet- 
ing of the company, although he 
continues to retain a financial 
interest in the firm. While a 
lengthy period of ill health made 
it advisable for Mr. Schweik- 
hart to 
continue as the company’s 
counsellor and friend. 

During Mr. Schweikhart’s af- 
filiation with the firm and under 
his management the company 
attained a dominant position in 
the Intermountain _ territory, 
establishing branches at Poca- 
tello and Boise, Idaho and 
Grand Junction, Colo. 

Charles L. Wheeler, who, for 
the past four years, has served 
as secretary and assistant man- 
ager, has been named vice-presi- 
dent and assistant manager, and 
assumes many of Mr. Schweik- 
hart’s former responsibilities. 

B. F. Bauer continues as 
president of the company and 
other officers are: secretary, 
A. W. Hooper; treasurer, Miss 
Helen L. Welcker; superinten- 
dent of purchases, S. E. Pier, 
and sales manager, E. A. Knud- 
sen. 


PIERCE EMPLOYEES 
ENJOYED OUTING 


The Employees Association of 
the Pierce Hardware Co., Taun- 
ton, Mass., held its annual out- 
ing at Fieldston, Brant Rock, 
Mass., on July 22. About 50 em- 
ployees and their friends at- 
tended. The store was closed and 
a light lunch was served the 
employees before leaving for the 
outing, where the entertainment 
program included bathing, horse- 
shoe pitching and baseball. Fol- 
lowing dinner in the Fieldston 
House, dancing was enjoyed. The 
committee in charge consisted of 
Chairman Donald Bump, and 
Miss Annie McCraig, with James 
P. Callahan and Raymond Sirat- 
ton in charge of sports. 


interesting talk. The | 


retired as | 


relinquish his ex- | 
ecutive responsibility, he will | 


| HARDWARE GOLF TOURNAMENT TO BE HELD AT 


R. <A. Sundvahl, Corbin 
Screw Corp., 321 W. Randolph 
St., Chicago, Ill., secretary and 
treasurer of the Hardware Golf 
Association, has announced that 
the eighth annual golf tourna- 
ment will be held October 12, 








W. H. FOEGE 


1933, at Excelsior 
Springs, Mo. These dates per- 
mit members to attend the 
tournament and then go to the 
joint convention of the Nation- 
al Hardware Association and 
the American Hardware Manu- 
facturers Association to be held 
in Chicago, Ill., the next week. 

At Excelsior Springs the Elms 
Hotel, which now operates the 
golf course, has made a com- 
bined rate for room with bath, 
all meals and golf greens fees, 
of $7.00 per day. Those who do 
not play golf will be charged 
$6.25 a day. The membership 
fee for each individual is $3.00. 
All fees collected go to defray 
printing and postage expenses 
and to buy prizes for the tourna- 
ment entrants. 

For those coming from points 


13 and 14, 


LINSEED OIL MAKERS 
FORM TRADE ASSN. 


Linseed oil manufacturers re- 
cently met in Washington, D. C., 
to formulate a code for their 
industry. At the meeting some 
doubt existed as to whether the 
Linseed Oil Association will be 
under the supervision of the De- 
partment of Agriculture, or the 
National Recovery Board, and un- 


ing this and the code indorsed, no 
action will be taken on other 
matters. 

A trade association was form- 
ed at the Washington meeting, 
by-laws adopted, and the follow- 
| ing officers elected; president, 





til a decision is reached concern- | 


EXCELSIOR SPRINGS, MO., OCT. 12-14 


east of Chicago there will be 
a special section of the Golden 
| State Limited of the Rock 
Island Lines leaving Chicago 
Wednesday, Oct. 11, at 8:45 
p.m., at a special round trip 
rate. Those coming from the 
Southwest and West can, if they 
wish, take advantage of a 
direct routing through Excelsior 
Springs by way of Kansas City 
via the Rock Island with stop- 
over privilege at Excelsior 
Springs, Mo. 

Saturday night, after a 
banquet and prize distribution a 
Golden State Limited special 
will leave for Chicago. It will 
arrive Sunday morning, giving 
a full day at the World’s Fair 
before the opening day of the 
manufacturer-jobber convention. 

Officers of the association are: 
President, W. H. Foege, Ameri- 
can Steel & Wire Co., Chicago, 
Ill.; vice-president, Frank E. 
Harwi, A. J. Harwi Hardware 
Co., Wichita, Kan., and secre- 
tary, Mr. Sundvahl. Directors 
of the association are: E. O. 
Faeth, Stowe Hardware & Sup- 
ply Co., Kansas City, Mo.; W. 
M. Baldwin, Rogers & Baldwin 
Hardware Co., Springfield, Mo.; 
W. T. McNerney, Brown-Camp 
Hardware Co., Des Moines, 
Iowa; J. E. Woodmansee, Rich- 
ards & Conover Hardware Co., 
Kansas City, Mo.; Mark J. 
Lacey, Peck, Stow & Wilcox 
Co., Southington, Conn.; John 
S. North, North Bros. Mfg. Co., 
Philadelphia, Pa. and J. C. 
Shepherd, Sheffield Steel Co., 
| Kansas City, Mo. 





Howard Kellogg, vice-president, 
E. C. Bisbee, secretary, V. Wer- 
tele, and treasurer, J. A. Johan- 
sen. In addition to the four off- 
cers named, the administrative 
committee includes S. M. Archer. 


DYE REPRESENTS WYETH 
IN SOUTHWEST MISSOURI 


V. D. Dye, who has _ been 
with Wyeth Hardware & Mfg. 
Co., St. Joseph, Mo., for the 
last nine years, is representing 
Wyeth Hardware & Mfg. Co., St. 
Joseph, Mo., in southwestern 
Missouri. He succeeded the late 
F. B. Swanner and will make 
his headquarters in Neosho, Mo. 
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GREATER N.Y. JOBBERS 
FORM TRADE ASSN. 


Hardware, housefurnishings 
and woodenware wholesalers in 
the metropolitan New York dis- 
trict formed a trade association 
known at The Greater New York 
Wholesale Hardware, House- 
furnishings and Woodenware 
Assn., Inc., at a meeting held in 
New York City on July 18. 

Officers elected were: president, 
E. R. Masback, Masback Hard- 
ware Co., New York City; vice- 
president, Wm. L. Blumberg, 
Wm. L. Blumberg Co., Inc., New 
York City; secretary-pro tem, 
Herbert Lawrence, Underhill, 
Clinch & Co., New York City, 
and treasurer, Charles J. Smith, 
Chas J. Smith & Co., Jersey City, 
N. J. 

The association intends to co- 
operate with the National Hard- 
ware Association of the United 
States in formulating a code of 
practices for the industry. It 
also plans to engage a full-time 
secretary for the organization 
and to open an office in the near 
future. 


BALTIMORE ASSN. HELD 
ANNUAL OUTING 


The fourteenth annual outing 
of the Baltimore, Md., Retail 
Hardware Assn., was held at 
Crystal Beach, on the Magothy 
River, on Wednesday, Aug. 2. 
Autos leaving the City Hall Plaza 
early in the afternoon carried 
those attending to the affair. 
Supper was served at 6 p. m., 
and entertainment consisted of a 
baseball game between dealers 
and salesmen, bowling, dancing, 
and swimming. Ernest Johanne- 
sen, president of the organization, 
served as chairman of the outing 
committee. 


GRIFFIN N. Y. MANAGER 
FOR SERVEL SALES 


Patrick J. Griffin, formerly 
manager of the Chicago, IIl., 
branch of Servel Sales, Inc., dis- 
tributors of electrical products 
for Servel, Inc., Evansville, Ind., 
is now manager of the New York 
branch of the sales organization. 
Mr. Griffin will direct wholesale 
and retail activities of the com- 
pany in New York, Pennsylvania 
and Connecticut. 





HARDWARE MERCHANT 
BUYS RAILROAD 


C. E. Jenkins, of the Jenkins 
Hardware Co., North Wilkes- 
boro, N. C., has purchased the 
Watauga & Yadkin River Rail- 
road, leading from North 
Wilkesboro to Darby and 
Grandin. The line ceased opera- 
tion in 1918, when the second 
disastrous flood in two years 


50 





destroyed sections of the road. 

Although Mr. Jenkins is non- 
commital as to his plans for the 
railroad he intimates that it 
may be placed in operation 
soon either by his or some 
other company. 





RICE, LEWIS & SON, LTD., 
TORONTO, IS BANKRUPT 


The wholesale hardware firm 
of Rice, Lewis & Son. Ltd., 
Toronto, Canada, which was 
founded in 1847, filed a con- 
sent on a petition in bank- 
ruptcy on July 14. A. B. Gilver- 
son, president of the firm, had 
stated at a meeting of creditors 
that there were about 750 
ordinary creditors with claims 
amounting to approximately 
$116,000. The petitioning cred- 
itor had $1,563.94 past due and 
owing. 

The disposition of the estate 
of the business is as yet un- 
determined, but it is understood 
that a reorganization of the 
company would not be unlikely. 





K.C. HARDWARE MEN 
STAGE TURTLE DERBY 


Members of the Kansas City 
(Mo.) Hardware Club, with 
their families, held their annual 
picnic at Fairyland Park, Kan- 
sas City, Mo., on July 13. A 
feature of the event was the 
organization’s “first terrapin 
derby.” In _ this event, 30 
Ozark land terrapins were 
turned loose in the center of a 
large circle, and the first terra- 
pin to reach the outside of the 
circle won the honors. 

Other contests and_ sports 
were also enjoyed and a picnic 
dinner preceded dancing. About 
96 retail hardware firms in 
Greater Kansas City belong to 
the Club, of which, Irvin Wy- 
more, Country Club Hardware, 
220 West Forty-seventh Street, 
is president, and John C. Long, 
Anchor Hardware, Thirty-ninth 
and Prospect Streets, secretary. 





GREENFIELD TAP & DIE 
AUGMENT RECENT NEWS 


Following the publication, in 
these pages, last issue, of the 
announcement that Col. Fred- 
erick H. Payne had rejoined the 
Greenfield Tap & Die Corp., 
Greenfield, Mass., to resume 
his former post as Chairman of 
the Board of Directors, further 
particulars have become avail- 
able. 

Colonel Payne, and his asso- 
ciates have acquired a _ large 
block of the common stock from 
interests which have been in con- 
trol of the Corporation since 
1929, and it is Colonel Payne’s 
intention to reside in Greenfield 
and devote his entire time to 
the firms affairs. 





Charles N. Stoddard, who 
continues as president and gen- 
eral manager, will, with the 
board of directors, nine of whom 
are Greenfield residents, direct 
the corporation’s future activi- 
ties. It is understood that the 
same aggressive merchandising 
policy that the company has 
maintained in the past will be 
continued. 


J. G. O'BRIEN FORMS 
SASH BALANCE CO. 


J. G. O’Brien, who for many 
years was president and man- 
ager of the Caldwell Mfg. Co., 
Rochester, N. Y., and who re- 
signed from that company in 
January, has organized the 
Rochester Sash Balance Co., 
Inc., 192 Mill St., Rochester, 
%. 





J.G. O’BRIEN 


Mr. O’Brien is president of 
the new company, which will 
manufacture sash balances for 
all purposes, and M. A. Schair- 
er is secretary-treasurer. 

Mr. O’Brien has been in the 
sash balance business since its 
inception, and played a most 
important part in introducing 
this type of product in the 
United States and throughout 
the world. He has also always 
taken an active interest in trade 
organization affairs. 

Actual production at the 
company’s plant, according to 
present plans, will start in the 
near future. 

LOONEY TO REPRESENT 

RIXFORD MFG. CO. 


O. J. Looney, 2914 Mapleshade 
Road, Ardmore, Pa., has been 
appointed sales representative in 
Pennsylvania, Delaware and 
Maryland for the Rixford Mfg. 
Co., manufacturers of edged 
tools, Highgate, Vt., 

In addition to the Rixford line, 
Mr. Looney represents the Im- 
perial Bit & Snap Co., manufac- 
turers of saddlery hardware, and 
other hardware specialties, Ra- 
cine, Wis. 





ELIZABETH, NEW JERSEY, 
DEALERS ORGANIZE 


Several hardware and paint 
dealers of Elizabeth, N. J., met 
in the Chamber of Commerce 
offices in that city on July 11 
and formed an organization to 
gain greater cooperation among 
members and to establish uni- 
form store hours. 

Wm. Grampp, was chosen 
chairman, Samuel Kosberg, 
vice-chairman, and Max Yospin, 
secretary. Stores will be closed 
all day Sunday, and on Tues- 
days and Thursdays 6 p. m. 
will be the closing hour, under 
a schedule adopted at the meet- 
ing. The group will be known 
as the Paint and Hardware Divi- 
sion of the Elizabeth Retail 
Merchants’ Bureau. Of the 31 
paint and hardware stores in 
the city, it is understood that 
approximately 25 have signified 
their intention of joining the 
new division, which will meet 
on the second Tuesday night of 
every month. 

TALKINGTON ADDRESSED 

OHIO DEALER GROUP 


The Mahoning Valley Hard- 
ware Dealers met at the Hub- 
bard Country Club, Youngs- 
town, Ohio, on the evening of 
July 13. The principal address 
was delivered by H. Talking- 
ton, Geo. Worthington Co., 
Cleveland, Ohio, who spoke on 
“Cooperation Between Jobber 
and Retailer.” 

It was decided to hold the 
annual picnic at the Hubbard 
Country Club Aug. 9. 





STOWERS TO REPRESENT 
LINDSAY LIGHT CO. 


The Lindsay Light Co., manu- 
facturers of electric light fix- 
tures and incandescent mantles, 
161 E. Grand Avenue, Chicago, 
Ills has announced the appoint- 
ment of Perley R. Stowers, 326 
Endicott Bldg., St. Paul, Minn., 
as sales representative in the 
States of Iowa, Minnesota, and 
South Dakota. 





THOMPSON AGAIN HEADS 
MIAMI RETAIL ASSN. 


H. H. Thompson, of the Hop- 
kins-Carter Hardware Co., Mi- 
ami, Fla., on July 10 was re- 
elected secretary-treasurer of the 
Miami Retail Merchants’ Assn. 





ALBANY SALES AGENCY 
SEEKS STOVE CATALOGS 


The Albany Sales Agency, 
Inc., 65 Beaver Street, Albany, 
N. Y., wishes to receive cata- 
logs and information from 
manufacturers of kitchen 
ranges, heating stoves, and espe- 
cially stoves designed for oil 
burner use. 
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CUTLERY MAKERS AT NEW YORK MEETING 
LAID PLANS FOR ACTING ON CODE 


Forty manufacturers of cutlery 
and allied products met recently 
in New York City and perfected 
an organization to represent their 
industry in cooperating with the 
Government in placing the Na- 
tional Industrial Recovery Act 
into effect. The firms represented 
have been members of the Ameri- 
can Cutlery Assn., which has been 
in existence for many years, and 
whose by-laws were changed to 
meet the requirements of the Re- 
covery Act. The name of the or- 
ganization was also changed to 
the American Cutlery Manufac- 
turers Association, and provisions 
made to include any branch of 
the industry, which might find it 
desirable to be affiliated, for ad- 
ministrative purposes, with the 
association. ! 

Sections having representatives 
at the meeting were: table and 
trade knife, pocket knife, scissors 
and shears, and straight razors. 
It appears probable that sections 
will be organized to represent 
makers of manicure implements, 
and of hedge and pruning shears. 

The association’s Board of Gov- 
ernors is comprised of: R. R. 
Brown, president, Union Cutlery 
Co.; J. Russell Case, president, 
W. R. Case & Sons Cutlery Co.; 
J. <A. Chrestensen, president, 





Ontario Knife Co.; C. L. Gai- 
roard, manager of sales, J. Wiss 
& Sons Co.; Max G. Hammer- 
schlag, president, W. H. Compton 
Shear Co.; Carl Hemming, presi- 
dent, Sta-Brite Products Corp.; 
A. G. Kimball, president, Landers, 
Frary & Clark; Launt Lindsay, 
treasurer, Geneva Cutlery Co.; 
W. J. Matt, assistant treasurer, 
Utica Cutlery Co.; J. L. Schrade, 
Schrade Cutlery Co.; C. W. Sil- 
cox, secretary, Robeson-Rochester 
Corp., and D. C. Wheeler, Acme 
Shear Co. 

Officers, elected by the Board of 
Governors, were: president, A. G. 
Kimball; vice-president, C. W. 
Silcox, and auditor, C. L. Gai- 
roard. Lewis D. Bement, form- 
erly president and general man- 
ager, John Russell Cutlery Co., 
was chosen by the Board to serve 
as executive secretary-treasurer, 
and Mr. Bement’s selection was 
unanimously approved by the 
firms represented. 

An office, under the supervision 
of Mr. Bement has been opened 
in the Burnham Bldg., Greenfield, 
Mass., and a basic code for the 
industry has been compiled and 
awaits the approval of Washing- 
ton officials. The code provides, 
it is understood, for a forty hour 
week and a minimum 30c. per 
hour rate for unskilled labor. 





ASSOCIATED FISHING TACKLE MANUFACTURERS 
ADOPTED INDUSTRY CODE AT BUFFALO MEETING 


Meeting at the Statler Hotel, 
Buffalo, N. Y., on July 20 and 
21, the Associated Fishing 
Tackle Manufacturers adopted 
a code of fair competition for 
the fishing tackle industry. For- 
mation of the association, the 
present membership of which 
embraces 51 firms, was an- 
nounced on page 37 of the July 
20th issue of HarpwarE AGE. 

It is said that not less than 
75 per cent of the capacity of 
the industry is represented in 
the organization’s membership, 
and at the Buffalo meeting, 
some thirty-odd firms were rep- 
resented by one or more execu- 
tives of their companies. The 
code as adopted outlines its pur- 
pose; defines the fishing tackle 
industry; establishes standards 
of labor and employment, which 
stipulate that minors, under 16 
years of age, will not be em- 
ployed, and which provide for a 
forty-hour week, with a mini- 
mum rate of 30c. per hour for 
unskilled labor. 

The code’s article pertaining 
to trade practices, includes sec- 
tions relating to: the correction 
necessary for rehabilitation; 
selling below cost; sales to 
other manufacturers; close-out 
merchandise; refusing to sell 
other products or items; im- 
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terms, and advertising 
Another article in the 


ports; 
ethics. 


-code deals with statistics and 


accounting, and provides for 
standard methods for costing, 
and obligates manufacturers to 
supply any required data to the 
secretary-treasurer, who will act 
as the organization’s National 
Control Officer. The secretary- 
treasurer is E. P. Hoyle, Room 
532, 160 N. La Salle St., Chi- 
cago, Ill. 

The code becomes effective 
10 days after Administration ap- 
proval and provisions are made 
for later modification, if this is 
found to be desirable. 

The members also adopted a 
resolution which recognized the 
jobber and dealer as the logical 
channel of _ distribution, but 
which pointed out that there is 
no proper classification nor data 
available as to the cost of doing 
business by their various dis- 
tributors, and that without such 
information adequate price dif- 
ferentials could not be _intelli- 
gently established. It was 
therefore voted that the presi- 
dent and secretary be empow- 
ered to call a meeting of the 
entire association, in Cleveland, 
Ohio, at a date to be later de- 
cided, at which time action will 
be taken on the matter of classi- 
fication. 





N. Y. BICYCLE DEALERS 
ADOPT RECOVERY CODE 


Nearly 100 bicycle dealers of 
New York City, Westchester 
County, New Jersey, Brooklyn, 
and Long Island attended a meet- 
ing of the newly organized Metro- 
politan Cycle Retailers Assn., in 
the Hotel Lexington, New York 
City on July 28. The organization 
adopted a code to be submitted 
to the National Bicycle Retailers’ 
Assn., at its Chicago convention 
in August. 

Carl W. Bush, Newark, N. J., 
president, stated that the code 
calls for a 7 p. m. closing and 
establishes other trade practices. 
About twenty-five towns and 
cities were represented at the 
meeting. 


WHITMAN & BARNES BUY 
SUBSIDIARY CONCERNS 
Whitman & Barnes, Inc., De- 

troit, Mich., and Walkerville, 

Ont., manufacturers of twist 


drills, reamers, cutters, punchers 
and other tools, has acquired 
three subsidiaries, following rati- 
fication of a reorganization plan 
on July 21, by stockholders of 
the various companies. The par- 
ent company was organized in 
1854. 

The concerns acquired are: 
Latrobe Tool Mfg. Co., Latrobe, 
Pa., manufacturers of twist drills 
and reamers and machine knives 
for the woodworking industry; 


J. M. Carpenter Tap & Die Co., 
Pawtucket, R. I., since 1870, 
manufacturing taps, dies and 
screw plates; and the Valley 
Forge Steel & Tool Co., Chicago, 
Ill., large distributors of twist 
drills, reamers, taps, dies, etc. 
Clarence Avildsen, newly elect- 
ed chairman of the board of di- 
rectors of Whitman & Barnes, 
Inc., in a recent statement said 
that in order to provide the maxi- 
mum distribution of employment 
in support of the President’s re- 
covery program, no consolidation 
of the sales and manufacturing 
organizations of the four com- 
panies is being contemplated. 





MILL SUPPLY ASSN. 
FORMED IN NEW YORK 


The Metropolitan Mill Supply 
Assn., whose membership in- 
cludes mill supply firms through- 
out Northern New Jersey and the 
Metropolitan district of New 
York City, generally, has been 
organized and the following offi- 
cers elected: 

President, E. T. B. Penman, 
Neal & Brinker Co., New York 
City; vice-president, H. D. Dayer, 
American Machine & Supply Co.; 
treasurer, Herbert Edge, Topping 
Bros., New York City, and sec- 
retary, W. W. Edwards, Federal 
Hardware Co., New York City. 

It is the intention of the asso- 
ciation to file a Recovery Act 
code as an independent sectional 
group. 





NIRA WAS DISCUSSED 
BY OMAHA DEALERS 


The Omaha Hardware Club 
met in the Rome Hotel, Omaha, 
Neb., on the evening of July 25, 
with president James Morton 
presiding. The guest speaker 
was Allen Hupp of the Omaha 
Retailers Assn., who discussed 
the Recovery Act. ° 

Other guests were: A. S. Wil- 
liams, president, Paxton & Gal- 
lagher Co.; Ned Reeves, vice- 
president, Wright & Wilhelmy 
Co., and John Reipschneider, 
president, Reipschneider Paint 
& Glass Co. 

The association voted to send 
a telegram to President Roose- 
velt, stating that the Omaha 
Hardware Club was for the Re- 
covery Act 100 per cent, and a 
committee was appointed to 
meet with other retail groups to 
prepare a code for all Omaha 
retail stores. 


HARDWARE EXECUTIVES 
IN FORCED LANDING 


George A. Fernley, secretary- 
treasurer, National Hardware 
Assn., Philadelphia, Pa. and 
Walton S. Mace, manager, build- 
ers’ hardware sales, Yale & 





Towne Mfg. Co., Stamford, 
Conn., were among the passen- - 
gers, who included Amelia 
Earhart, in an Eastern Trans- 
port plane, that was forced down 
while bound for Washington, 
D. C., on July 25. 

The plane was forced down 
shortly before 6 p. m., when, ac- 
cording to Miss Earhart, the 
motors failed in an altitude of 
2500 feet. She added: “It is the 
first time in the thousands of 
miles I have traveled by trans- 
port plane that I was in a forced 
landing. . We had nothing to 
fear, however, as the pilot han- 
dled the situation — perfectly. 
We weren’t even shaken up.” 

The emergency landing was 
made in an oat field, near 
Abington, Md., about _ thirty 
miles north of Baltimore, and a 
relief plane was dispatched to 
the spot. 


WILLIAMS WILL SELL 
LINDSAY LIGHT LINE 


The Lindsay Light Co., 161 E. 
Grand Ave., Chicago, IIl., has 
appointed F. W. Williams, 1301 
Sherman St., Denver, Colo, as 
the company’s sales representa- 
tive in the States of Colorado, 
Wyoming, Utah, and Idaho. 
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CARPENTER TO DIRECT 
REMINGTON ARMS CO. 
MANUFACTURING 


Donald F. Carpenter, Leomin- 
ster, Mass., has been appointed 
Director of Manufacture in 
charge of Manufacturing, Re- 
search and Development activi- 
ties of the Remington Arms Co., 
Inc., according to announcement 
by C. K. Davis, president and 
general raanager. 

Since 1929 and until recently, 
Mr. Carpenter has been general 
manager of the Pyralin Products 
Department of the Du Pont Vis- 
coloid Co., a subsidiary of E. I. 
du Pont de Nemours & Co. He 
is a graduate of the Massachu- 
setts Institute of Technology and 
received the degree of B. S. in 
General Engineering. He was 
president of his class. During the 
war, Mr. Carpenter served as a 
lieutenant in the Coast Artillery. 

From July, 1922 to April, 1924, 
Mr. Carpenter was employed by 
the Du Pont Viscoloid Co., at 
the Arlington, N. J., plant. He 
then became general manager of 
the B. G. Carpenter Co., Wilkes- 
Barre, Pa., and was elected vice- 
president of that company in 
1925. In April, 1927, he went to 
the Du Pont Viscoloid Co., Leo- 
minster, Mass., as production 
superintendent and in 1928 was 
appointed Leominster plant man- 
ager. 

He has been very active in 
Leominster affairs, being direc- 
tor of the Merchants National 
Bank and trustee of the Leo 
minster Hospital. He is also a 
member of the Executive Com- 
mittee of the Worcester, Mass., 
section American Society of 
Mechanical Engineers. 


SWAIN WILL REPRESENT 
WROUGHT WASHER CO. 


The Wrought Washer Mfg. 
Co., 2104 S. Bay Street, Mil- 
waukee, Wis., has appointed H. 
M. Swain, 52 Maypole Road, 
Quincy, Mass., as_ distributor 
and direct representative in the 
New England States for its en- 
tire line of standard and_ spe- 
cial washers, corner braces, cor- 
ner irons and stampings. 


BASSETT AGAIN HEADS 
HANDLE COMPANY 


At the annual meeting of stock- 
holders of the Turner, Day & 
Woolworth Handle Co., held in 
Louisville, Ky., on July 18, H. 
Lee Bassett was reelected presi- 
dent, and other officers chosen 
were: Charles D. Gates, chair- 
man of the board; W. R. Creal, 
vice - president and treasurer; 
Robert H. Gates, vice-president 
in charge of manufacturing and 
sales, and L. L. Anderson, sec- 
retary. T. R. Clendenin, con- 
tinues as sales manager, a posi- 
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Last Minute News on Retail Code 


As we go to press, newspaper 
dispatches from Washington state 
that a tentative retail code has 
been signed by retail associations 
listed below. This was signed 
under a special agreement be- 








tion he has held for a number 
of years. 

The recent upturn in business 
conditions has been reflected in 
the operations of the company’s 
plants at Louisville and Bowling 
Green, Ky., Memphis and Nash- 
ville, Tenn., and its Canadian 
plant at Strathroy, Ont. The firm 
manufactures hickory handles. 





PINKSTON IS WYETH’S 
GENERAL MANAGER 


Following the death of G. M. 
Johnson, formerly, vice-president 
and general manager of the 
Wyeth Hardware & Mfg. Co., St. 
Joseph, Mo., L. M. Pinkston, 
secretary was named _ general 
manager, and continues to retain 
the title of secretary. 

Other officers of the company 
are: president, W. M. Wyeth, 
vice-president, John Wyeth, and 
treasurer, J. A. Warner. 


WOOSTER BRUSH CO. 
HOLDS SALES MEETING 


The annual sales meeting of 
the Wooster Brush Co., was 
held in the company’s general 
offices at Wooster, Ohio, July 
18 to 20 inclusive. New lines 
and prices for the coming sea- 
son were carefully gone over 
with officials of the company. 





SAMACH TO REPRESENT 
GREENE TWEED LINE 


Samuel Samach, 23 Warren 
Street, New York, N. Y., has 
been appointed sales represen- 
tative in the metropolitan New 
York district for the Greene 
Tweed Hardware Division, 
Slaymaker Lock Co., Lancaster, 
Pa. This division of the Slay- 
maker Co. manufactures brass 
and bronze hardware. 





OSBORN MFG. CO. 
MOVES N. Y. OFFICE 


The Osborn Mfg. Co., brush 
manufacturers, with general of- 
fices and factory at 5401 Hamil- 
ton Avenue, Cleveland, Ohio, has 
announced the removal of its 
New York district office from the 
Flatiron Bldg., New York City to 
the Lincoln Bldg., 60 East 
Forty-second Street, New York 
City. 

The office is in charge of M. L. 
Langel, district manager. 





tween the administrator and the 
national retail associations as a 
substitute pending submission 
and approval of codes for the 
retail groups. This tentative code 
will apply, of course, to those af- 
filiating with trade associations 
that presented the proposed per- 
manent code. Others may sub- 
scribe to the code or they may 
sign the President’s agreement 
(a copy of which appears on page 
30 this issue) to obtain the of- 
ficial insignia. The organizations 
follow: 

The National Retail Furniture 
Association, National Retail 
Hardware Association, Mail Or- 
der Association of America, Na- 
tional Association of Retail 
Clothiers and Furnishers, Na- 
tional Retail Dry Goods Associa- 
tion, National Shoe Retailers’ As- 
sociation, National Association 
of Retail Grocers, National Amer- 
ican Wholesale Grocers’ Asso- 
ciation, National Retailer-Owned 
Wholesale Grocers, National 
Grocery Chain Store Association 
and food chain store distributors 
and voluntary groups. 


Text of Code Applying to 
Retail Establishments 


The text of the code for the 
furniture, hardware, mail order, 
clothiers and furnishers, depart- 
ment stores, specialty shops, shoe 
and dry goods retailers, follows: 

On and after the effective date 
(Aug. 1) of this code no indi- 
vidual or organization selling at 
retail shall work any employee 
(except executives whose salaries 
exceed $35 per week, or regis- 
tered pharmacists or other pro- 
fessional persons employed in 
their profession, or outside sales- 
men, and except outside delivery- 
men and maintenance employees 
who may be employed 48 hours 
weekly or more, if paid time and 
one-third for all hours over 48 
hours weekly), for more than 40 
hours per week, excepting at 
Christmas, inventory, and other 
peak periods employees may 
work 48 hours per week for a 
maximum of not to exceed three 
weeks in each six months. 

And not to reduce the hours of 
any store or service operation to 
below 52 hours in any one week, 
unless such hours were less than 
52 hours per week before July, 
1933, and in the latter case not 
to reduce such hours at all. 

The maximum fixed in para- 
graph 3 (A) (of the President’s 
agreement) shall not apply to 
employees in establishments em- 
ploying not more than two per- 
sons in towns of less than 2,500 
population which towns are not 
part of a larger trade area. 

On and after the effective date 
of this code, retail stores shall 





establish minimum weekly rates 
of wages for the retail trade for a 
work week specified in Section 3 
(A) (of the President’s agree- 
ment) as follows: 

Within cities of over 500,000 
population (by reference to the 
1930 Federal census), or in the 
immediate trade area of such 
cities at the rate of $14 per week. 

Within cities of from 100,000 
to 500,000 population (by refer- 
ence to the 1930 Federal census), 
or in the immediate trade area 
of such cities at the rate of 
$13.50 per week. 

Within villages, towns or cities 
with a population of 2,500 to 100,- 
000 (by reference to the 1930 
Federal census), unless they are 
included in a trade area as de- 
fined by Clause (a) or (b), at 
the rate of $13 per week. 

The minimum wages that shall 
be paid by employers in the re- 
tail trade to any of their em- 
ployees shall be at the rate of one 
(1) dollar per week less in the 
Southern section of the trade 
than the rates specified in Para- 
graph (a), (b) and (c) of Sec- 
tion (4). 

The South is defined as the 
following States: Virginia, West 
Virginia, North Carolina, 
Georgia, Florida, Kentucky, 
Maryland, District of Columbia, 
Tennessee, Alabama, Mississip- 
pi, Arkansas, Louisiana, Okla- 
homa, Texas. 

In the entire United States, in 
villages, towns and cities under 
2,500 population to increase all 
wages by not less than 20 per 
cent provided that this shall not 
require wages in excess of $11 
per week. 

Except that on and after the 
effective date of this code, union 
employees between the ages of 
16 and 18 years, inclusive, with 
less than six months experience 
in any retail store, shall be paid 
at the rate of $2.00 less for a 
work week as provided in Sec- 
tion 3-(A) (of the President’s 
agreement) and except that ap- 
prentices employees more than 
18 years of age with less than 
six months experience in any re- 
tail store shall be paid at the 
rate of one dollar less for a 
work week as provided in Sec- 
tion 3-(A), provided that the 
minimum shall not be less than 
at the rate of $11 per week.” 


MANKATO, MINN., HAS 
NEW HARDWARE STORE 


Heynen & Hagen have opened a 
new hardware store in Mankato, 
Minn., in the building formerly 
occupied by the John C. Hagen 
and Mankato Hardware com- 
panies. The building was recent- 


| ly remodeled and modernized. 
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ALBERT SCHLATTER 


Albert Schlatter, 57, president 
of the Wisconsin Retail Hardware 
Association, a director of the 
Wisconsin Hardware Co., Madi- 
son, Wis., partner in the New 
Glarus Hdw. Co., New Glarus, 
Wis., and mayor of that village, 
died June 2 at the Wisconsin 
General Hospital, Madison, Wis., 





ALBERT SCHLATTER 


following complications arising 
from an appendix operation. 
Mr. Schlatter was born in Her- 
isau, canton Appenzell, Switzer- 
land, and came to America as a 
youth of 17, first being employed 
on farms in the New Glarus 
vicinity, and at work with a local 
livery business. Later he worked 


as a clerk in the store operated. 


by S. A. Schindler in New 
Glarus, In 1909, Mr. Schlatter, 
Fred Steussy and Joshua Hoesly 
formed partnership in the hard- 
ware business under the name of 
the New Glarus Hdw. Co. In 
1918, the firm also established an 
automobile agency and garage 
business. 

He was a director of the Bank 
of New Glarus and of the Mon- 
roe Country Club, and was also 
active in the old rifle club of New 
Glarus. For several years he was 
president of the Swiss Reformed 
Church, had also served as head 
of the village board, and was an 
active member of the commercial 
club. Attendance at Mr. Schlat- 
ter’s funeral services was espe- 
cially large and a loud speaker 
was installed to enable several 
hundred people to hear the ser- 
cive. Many attended from out of 
town, with representations from 
the State hardware dealers and 
country bankers. 





OSCAR B. RAND 
Oscar B. Rand, 82, retired 
hardware merchant, and former 
president of the firm of Rand, 
Ball & King Co., Claremont, N. 
H., died at his home in that 
town on July 14, following a 


AUGUST 3, 1933 





0oBIT 


long period of failing health. 

Mr. Rand was born in Hold- 
erness, N. H., and was brought 
to Claremont by his parent as 
a year old infant. At the age of 
14, he entered the hardware 
store of George H. Stowell, 
Claremont, where he remained 
as employee and proprietor for 
the next 61 years. In 1901, upon 
the formation of the Rand, Ball 
& King Co., which acquired the 
Stowell business, Mr. Rand was 
elected president of the new 
company, serving in that capa- 
city for the next 25 years, until 
his retirement in July, 1926. He 
held numerous posts of respon- 
sibility in civic organizations, 
was town treasurer for two 
years, and was known as the 
“dean” of Claremont’s business 
meti. 


W. I. MATTER 


W. I. Matter, 57, a salesman 
for the Geo. Worthington Co., 
Cleveland, Ohio, in the central 
eastern territory of Pennsyl- 
vania, died July 8 at the Harris- 
burg (Pa.) Hospital following 
an illness of two months. He 





W. I. MATTER 


was formerly engaged in the ice 
cream business in Millersburg, 
Pa., his birthplace and life-long 
home, but for the past 33 years 
was a traveling salesman, first 
representing the Bindley Hdw. 
Co., and then the Capewell 
Horse Shoe Nail Co., before be- 
coming affiliated, in 1915, with 
the Worthington company. 
Mr. Matter was held in high 
regard by the trade, and many 
of his customers traveled long 
distances to pay their last re- 
spects at his funeral services. 


FRANK HUHN 


Frank Huhn, 45, a member 
of the retail hardware firm of C. 
Huhn & Son Hdw. Co., Macon, 
Ga., died in a hospital in that city 
on July 12, following an illness 
of several weeks. 

Mr. Huhn was born and reared 
in Macon and was a leader in 
the congregation of the First 
Presbyterian church. 





COUARY 


CHARLES A. WYCKOFF 
Charles A. Wyckoff, 83, a re- 


tired hardware and implement 
merchant of Morrisonville, IIl., 
died suddenly on July 9, while 
on a visit to that city. 

Mr. Wyckoff was the father of 
Malcolm E. Wyckoff, eastern 
manager, Hardware World, and 
made his home with his son in 
New York City, but made fre- 
quent visits to Morrisonville, 
where he had engaged in busi- 
ness for many years. 





LOUIS GOLDSTEIN 


Louis Goldstein, 29, junior 
partner in the firm of M. Gold- 
stein & Son, 110 Seventh Ave- 
nue, Newark, N. J., died on 





LOUIS GOLDSTEIN 


June 9, after an illness of one 
week. He assumed the manage- 
ment of the _ firm’s business 
shortly after completing his edu- 
cation, and was very active in 
New Jersey hardware affairs, 
being secretary and one of the 
founders of the New Jersey Re- 
tail Hardware Association. 





F. RASSMANN 


F. Rassmann, 78, president of 
the F. Rassmann Mfg. Co., manu- 
facturers of “Simplex barn equip- 
ment, and a retired hardware 
merchant, died at his home in 
Beaver Dam, Wis., on May 19. 

Mr. Rassmann was an honorary 
member of the Wisconsin Retail 
Hardware Association, and was 
one of the first policyholders in 
the Hardware Dealers Mutual 
Fire Insurance Co. He learned 
the tinsmith trade in Milwaukee, 
Wis., and worked several years 
at this trade in Reedsburg, Wis., 
from which city he moved to 
Beaver Dam in 1881, engaging in 
the hardware business there for 
the next 32 years, or until he 
sold the business and became as- 
sociated with the manufacturing 
concern. 


GEO. L. REIGER 


George L. Reiger, 61, for 
many years a hardware merchant 
in East Brady, Pa., died on July 
15, in his store, from a self-in- 
flicted bullet wound. It is 











thought that worry coupled with 
ill health precipitated his action. 

Mr. Reiger was a charter mem- 
ber of the local Masonic Lodge, 
a member of Syria Temple, 
Pittsburgh, Pa., a trustee of the 
East Brady Presbyterian church, 
and a director of the People’s 


Bank of East Brady. 





HERBERT HAMILTON 


Herbert Hamilton, 61, for many 
years a traveling salesman for 
the Simmons Hardware Co., St. 
Louis, Mo., in the Oklahoma ter- 
ritory, with headquarters at Mus- 
kogee and Tulsa, Okla., died 
July 11, at the home of his 
brother, W. T. Hamilton, in Cov- 
ington, Tenn. III] health had 
brought about Mr. Hamilton’s re- 
tirement prior to his demise. 


MARK T. VINCENT 


Mark T. Vincent, 73, senior 
member of the firm of DeWolf & 
Vincent, 111 William Street, New 
Bedford, Mass., hardware dealers, 
died recently. He had been a 
member of the firm for 52 years 
having purchased the business 
with the late Alfred W. DeWolf, 
from his father in 1881. The 
business has been in operation 
since 1849, when Ambrose Vin- 
cent acquired it from William 
Tallman, Jr. 








HOUSEWARES EXHIBIT 
IN PROGRESS IN N.Y. 


The American Housewares Ex- 
hibit is in progress at the Hotel 
Pennsylvania, New York City. 
The exhibit opened on July 31 
and will close on Aug. 5. 





K. C. FIRM REPRESENTS 
MOUND CITY PAINT CO. 


The Mound City Paint & Color 
Co., St. Louis, Mo., has appoint- 
ed the Daugherty-Kruse Co., 
2948 E. 30th St., Kansas City, 
Mo., as Sales representatives for 
the company’s products in the 
Missouri River jobbing district. 





PETTY NOW ASST. MGR. 
DAVID H. SMITH & SONS 


David H. Smith & Sons, Inc., 
iron, steel and hardware whole- 
salers, 5111 Second Ave., Brook- 
lyn, N. Y., have announced the 
appointment of J. Harry Petty as 
assistant manager, hardware, 
welding wire, and cold drawn 
steel sales. Mr. Petty has had 
many years of practical experi- 
ence in the purchasing and dis- 
tribution of the lines, with 
which, he will be closely affili- 
ated. 
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Who Makes It? 


Information regarding sources of supply as provided 
readers of HARDWARE AGE by the “Who Makes It?” 
Editor, is presented here as an aid to others seeking the 
same articles. The inquiries published were selected be- 
cause of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supplements 
the service rendered by the Annual “Who Makes It?” 
issue which will be published Sept. 28, 1933 supplanting 
the 1932 edition. The 1933 edition will contain even 
more complete listings of manufacturers of hardware and — 
related merchandise, condensed catalogs of leading manu- 
facturers and additional reference data that will be useful 
to the trade throughout the year. 








New York, N. Y.: Provide names 
and addresses of several manufactur- 
ers of waterproof silicon carbide paper. 
—Michelson & Sternberg, Inc. 

ANSWER: Clover Mfg. Co., Nor- 
walk, Conn.; Carborundum Co., Ni- 
agara Falls, N. Y.; Behr-Manning 
Corp., Troy, N. Y., and Minnesota Min- 
ing & Mfg. Co., St. Paul, Minn. 

* * * 

TUNKHANNOCK, Pa.: Who makes 
Prouty logging tools?—Gay-Murray 
Co., Inc. 

ANSWER: C. Prouty & Co., Eldred, 
Pa. 

* * * 

Brooxtyn, N. Y.: Who makes the 
Crawford gas range?—J. & C. Platz. 

ANSWER: Walker-Pratt Mfg. Co., 
33 Union St., Boston, Mass. 

(See H. A. Sept. 29, 1932. p. 177.) 

* . * 

Port Jervis, N. Y.: Where can we 
obtain glass gazing globes as used on 
lawns ?—Isaac Sargent. 

ANSWER: Kimble Glass Co., Vine- 
land, N. J.; Friedrich & Dimimock, 
Millville, N. J., and Jeanette Mirror 
Works, Jeanette, Pa. 

* * 


Geneva, Onto: Where can we obtain 
repairs for the Wm. Enders Oak Leaf 
lawn mower?—Briggs Hardware Co. 

ANSWER: This mower is a private 
brand of the Simmons Hardware Co., 
900 Spruce St., St. Louis, Mo., who can 
no doubt furnish parts. 

* * * 

Brooxtyn, N. Y.: Who makes a 
hand operated outfit for making store 
ads on post cards?—H. P. Brown. 

ANSWER: The Multistamp Co., Inc., 
295 Madison Ave., New York City. 
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Mapison, N. J.: Furnish address of 
the Park Metal Ware Co., manufactur- 
ers of the Excel adjustable socket 
wrench.—Madison Hardware Co. 


ANSWER: Orchard Park, N. Y. 


* *& 


St. Louis, Mo.: Provide names and 
addresses of several manufacturers of 
5-in. plain end jig saw _ blades.— 
Schroeter Bros. 

ANSWER: Henry Disston & Sons, 
Inc.. (Tacony), Philadelphia, Pa.; 
Ackermann, Steffan Co., Chicago, IIl.; 
Sandvik Saw & Tool Corp., Minneapo- 
lis, Minn., and The Ruleta Co., Inc., 
89 Warren St., New York City. 


* *& 


SPRINGFIELD, On10: Who makes the 
Indian Chief No. 5, solid box, black- 
smith’s vise?—The Springfield Hard- 
ware Co. 

ANSWER: Columbus Forge & Iron 
Co., 977 Perry St., Columbus, Ohio. 


* + 


SUSQUEHANNA, Pa.: Provide names 
and addresses of several manufacturers 
of egg testing scales—E. K. Owens 
Hardware Co. 

ANSWER: Brower Mfg. Co., Quincy, 
Ill.; Gradencandle Mfg. Co., Lynn, 
Mass.; Oakes Mfg. Co., Tipton, Ind., 
and Specialty Mfg. Co., 2362 University 
Ave., St. Paul, Minn. 


- 2} @ 


Gipara, Cusa: Furnish names and 
addresses of several manufacturers of 
wagon sprayers.—Ordono y Compania. 

ANSWER: F. E. Myers & Bro. Co., 
Ashland, Ohio; H. D. Hudson Mfg. Co., 
589 E. Illinois St., Chicago, Ill.; A. B. 
Farquhar Co., York, Pa., and Deming 
Co., Salem, Ohio. 








— 


Emporia, Va.: Who makes ‘the Flap- 
per key ring?—W. T. Tillar Co., Inc. 

ANSWER: Louis A. Boettiger Co., 
48 Leonard St., New York, N. Y. 


* * 


WATERVILLE, Maine: Who makes a 
shoe shining outfit that fastens to the 
wall for home use?—Simpson-Harding 
Co., Inc. 

ANSWER: Griffin Mfg. Co., 67 Mur- 
ray St., New York, N. Y. 


oo 2 @ 


Pottstown, Pa.: Where can we ob- 
tain Tricolator filter sheets?—-Van Bus- 
kirk & Brother. 

ANSWER: Tricolator Co., Inc., 135 
Fifth Ave., New York, N. Y. 

* * * 

Guten Rock, N. J.: Who makes 
Harker hot oven pottery?—Glen Rock 
Hardware Co. 

ANSWER: Harker Pottery Co., E. 
Liverpool, Ohio. 
* *% * 

Dersy, Conn.: What air rifle manu- 
facturer is located in Rochester, N. Y.? 
——Bennett’s. 

ANSWER: Crossman Arms Co. 


* + 


AsHLAND, On10: Who makes a five 
gallon gasoline can with a flexible spout 
at the bottom which hooks to the top 
when not in use?—Union Hardware & 
Supply Co. 

ANSWER: Cincinnati Ball Crank 
Co., Cincinnati, Ohio. 

* * *& 

Firer, IpAHo: Where can we obtain 
repairs for a No. 2 Harp electric cream 
separator ?—Musgrave Bros. 

ANSWER: Perfection Milker Co., 
2125 E. Hennepin Ave., Minneapolis, 
Minn. 
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GIVE YOUR CUSTOMERS 


TODAYS 


HOSE BARGAINS 


OU may never again be able to offer your 
customers such bargains as you have available today in 
Goodyear Lawn and Garden Hose. 


Goodyear Hose quality is at the highest peak in all Goodyear 
history. Prices are still at low levels— but the newspaper 
headlines carry “‘a word to the wise.” 


Be wise, and replenish your stock of Goodyear quality 
hose. 


Goodyear Emerald Cord, the world’s finest hose; the new 
Goodyear Supertwist Hose in the %-inch size, light, strong, 
ideal for women and children to handle; the ever-popular 
Pathfinder, Wing foot and Glide. 


All nationally advertised, known the world over by name 
and for quality*, Goodyear Hose is a best-seller always. 


= 
= 
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Goodyear also manufactures a complete 
and world-famous line of Transmission 
Belting, Farm Belting, Suction Hose, Water 
Hose, Steam Hose, Asbestos and Red 
Sheet Packing, Force Cups, etc. Write for 
price list to Goodyear, Akron, Ohio, or 


Los Angeles, California. 


*All Goodyear Lawn and 
Garden Hose is made with 
Cotton Cord Carcass. Look for 


the seal. 





Sell an Extra Length for Home Fire Protection 





55 





Whats New 


for Retail 


Hardware Stores 


Thomas Fly Winding Vise 

For the fisherman who likes to make 
his own flies. Arm is set in a ball socket 
which enables the workman to move arm 
to any desired position and lock it with 
out loosening the vise from the bench. A 
chuck at the end of the arm not only 
tightens firmly on the fish hook but can 
be freely revolved when winding. It may be 





locked. Separate steel pin inserted in arm 
holds a spool and a clip at the end holds 
the thread firmly when operator is chang- 
ing materials. Vise is strongly constructed 
of steel with green enameled base. Sug- 
gested retail selling price, $4.50. Dealer 
cost, $2.70. Weight less than two pounds, 
packed for shipment. A. H. Thomas, 353 
Fifth Ave., New York City. 


du Pont Fast-Drying 
Pyroxylin Enamel 


For use as a one-coat finish on bare 
metal. Known as Pyralux, available in 
thirty-six standard colors. The maker says 
that is was brought out to meet require- 
ments for low-cost finishing that is attrac- 
tive and durable. Said to give a high 
gloss finish to any bare metal surface with- 
out the use of a primer and to have excel- 
lent adhesive properties and to show 
marked initial and retained flexibility. 
Dries dust-free in 15 minutes, is dry 
enough to handle in one hour and 
is ready to pack in _ seven _ hours 
says the maker. An attractive color 
card of industrial enamels of the 
pyroxylin type has been put out by 
the company. In addition to samples of 
thirty-two colors, there is an informative 
discussion of enamels followed by sugges- 
tions for application. Principles of color 
mixing are discussed and valuable infor- 
mation on the combining of colors to ob- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
| a” ee ees eres ee 














tain desired effects is given. Finishes 
Division, E. I. du Pont de Nemours & Co., 
Wilmington, Del. 





2-In. Caster Cups Hardened 


Packed in cartons of a dozen sets of 
four cups. Suggested retail selling price 





per set, 40c. Dealer discount 50 per cent. 
Domes of Silence, Inc., 35 Pearl St., New 
York City. 





Perfection Stove Offers 
**Heat-or-Cook” Range 


Offered in five burner range and com- 
panion three burner stove, for oil burning. 
Designed to provide heat sufficient for the 
kitchen in homes without a central heat- 
ing plant, and at the same time to main- 
tain a constant supply of hot water in a 
five gallon built-in reservoir. Water in the 
reservoir is heated by taking advantage of 
part of the heat generated during its heat- 
ing or cooking functions. Heat that would 
ordinarily be wasted is conducted through 
a solid bar heating element extending 
from the bottom of the reservoir up and 
around the top of the range’s most power- 
ful burner. Model R-589-W, five burner 
range has one Big Giant and four Giant 
short drum burners, and a Perfection built- 
in “Live-Heat” even. Oven has an air cir- 
culation principle which permits the bak- 
ing of two strongly scented foods, such as 
fish and onions, at the same time without 
crossing their flavors, says the maker. Has 
five gallon reversible, lift-out, metal fuel 
reservoir, removable burner tray, open 
grate cooking top and solid cast iron sec- 
tion to replace the front half of the open 
grate when range is being used for heat- 
ing purposes. Water reservoir is of five 
gallon capacity and has black porcelain 
enamel outer jacket over a tinned copper 
tank. Model 583-W with one Big Giant 


and two Giant Puritan short drum burn- 





ers has cabinet top with extension and 
flue connector aiding in carrying off fumes 
and odors. On both models, cabinet top 
extensions can be titlted back or removed. 
Finishes: enamel, porcelain enamel and 
satin black japan. Perfection Stove Co., 


Cleveland, Ohio. 





Cocktail Mixing Equipment 

The Metro-Meter consists of a flat glass 
tube or Meter containing ten strips, each 
giving the correct recipe for a popular 
cocktail. Series of graduations gives the 
correct amount of each ingredient, for 
four, six or eight servings. For use in 
connection with the Metro-Mixer, a large 
glass container also a part of the equip- 
ment. Meter is inserted in mixer and 
ingredients are poured in to height indi- 
cated. Suggested retail selling price, $2.00. 
Other sets list at $1.00 and $1.50. Metro- 
Meter is also available without the Mixer. 
Metro-Meter, Jr., is a smaller set. Metro 
Products Co., Fox Theatre Bldg., Detroit, 
Mich. 
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What every merehant should know 














@ If all the members of the families regularly 
reading The American Weekly were to line up one 
foot apart at YOUR store—that line would reach 
two and one-half times across the continent. 
That’s twice as many families as any other 
magazine reaches—twice as many customers for 
the retail trade. It pays to get behind merchan- 
dise advertised in The American Weekly. 











The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Sunday Newspapers. In 529 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 
In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 
In an additional 157 cities, 30 to 40% 
In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 


Greatest 

Circulation 

in the World ] . / ' 
ee se eee 


“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Patmotive Buipc., Cuicaco . . . 5 Winturor Sguare, Boston . . . 753 Bonnie Braz, Los ANGELES . . . 222 Monapnock Bipc., San Francisco 
11-250 Generat Motors Bioc., Detroit . . . 1138 Hanna Buipc., CLeveranp . . . ror Maruetta St., ATLANTA . . . INTERNATIONAL BiDc., St. Louis 
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ARMSTRONG 


WRENCH SETS 





Prices “Stabilizing” 
Business Will Go to 
the Store Selling Quality 


With wrench prices being “stabil- 
ized” the steady tool buyers will 
buy at the stores selling quality 
wrenches. . . . ARMSTRONG 
WRENCHES that are drop forged 
from special steel, that have lean 
tapering jaws and longer bodies, 
that are finely finished and have the 
balance and “feel” of a fine tool 
. . . wrenches marked with 
“ARMSTRONG” and the Arm- 
and- Hammer which for over 40 
years have meant “the finest that 
can be made.” 


Over 40 Types, All Sizes 


singly or in matched sets, with 

attractive stock boards furnished 

free with stock orders. These 

wrenches have been consistently 

advertised even thru the depression. 
Write for Catalog 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S.A. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 














Beauty in Color and Form 


(Continued from page 41) 


for 50c., why ask the consumer to 
pay 75c. or a dollar for a well fin- 
ished hatchet, put up in a good box? 
The 50c. hatchet will probably split 
a board for the average householder 
as well as the dollar hatchet. 

If the hardware trade should fol- 
low this kind of advice and come 
down to this kind of merchandising, 
just what would the average retail 
hardware store look like within a 
few years? 

Here in New York I am frequently 
invited to trade conventions and 
some of these conventions are en- 
tirely outside of the hardware line. 
One of them I attended not so long 
ago was a convention of men’s cloth- 
ing manufacturers. Awaiting my 
turn to talk I was intensely interested 
in what these clothing dealers were 
discussing. The subject was styles 
and colors. There was an expert on 
styles and colors giving these dealers 
advice. They asked him questions 
and his answers were interesting. 
One dealer wanted to know what the 
prevailing color for men’s clothes 
would be the coming Spring. “Well”, 
answered the expert, “what were 
most of your sales last year?” The 
answer was snuff colors. Then the 
expert replied, “If most of your sales 
were snuff colors, I would suggest 
that you carefully avoid snuff the 
coming Spring, and go in for blue 
greys. Probably most of your cus- 
tomers will buy blue greys this 
year.” “You see,” continued the ex- 
pert, “the average man buys one 
spring suit a year, and he never 
wishes to buy the same color the sec- 
ond year, so if it was snuff last 
spring, it will be some other color 
this spring.” “It is just as true,” 
said this expert, “of stripes. If your 
sales last year ran largely to stripes, 
cut out stripes this year and stock up 
on solid patterns.” 

This meeting was last winter. The 
expert made certain predictions in 
regard to colors for the spring trade. 
Remembering his predictions I 
watched the young men to see how 
they would blossom. out about Easter 
time, to see if this expert’s predic- 
tions in regard to colors were cor- 
rect. He was certainly right. Men 
are going in more and more for 
color, and the riot of colors in hats 
and in cravats is just what this ex- 


pert predicted. Probably in a time 
of depression and unemployment a 
man is cheered up by a brighter red 
or.a blue tie, and a white felt hat. 
Then I have also noted that in socks 
all the colors of the rainbow are in 
style for men this spring. Now 
rayon socks may not last long, but 
the youthful Don Juan can have a 
wonderful jag of color before he 
pulls the top of his rayon socks away 
from the foot. 

When my turn came I told these 
clothing men that many years ago a 
man by the name of William Shake- 
speare had expressed himself clearly 
and definitely on men’s fashions, so 
I quoted the well known lines: “Rich 
thy apparel as thy purse can buy, 
but not expressed in fancy, rich, not 
gaudy, for the apparel oft proclaims 
the man.” I suggested to them that 
as the florists had their slogan— 
“SAY IT WITH FLOWERS” that 
the clothing men of the country 
should adopt the slogan of William 
Shakespeare “THE APPAREL OFT 
PROCLAIMS THE MAN.” Strange 
I have never seen that quotation in 
the advertising of a clothing concern, 
nor have I ever seen it in the window 
on a card in a retail clothing store. 

Think what color and style means 
to women. Eighty per cent of the 
goods bought at retail in the United 
States are bought by women. Are 
hardware manufacturers and retail- 
ers in all of the ramifications of the 
hardware business to forget color, 
and to forget style? Why, even such 
a prosaic thing as cutlery in the past 
few years has gone on a regular 
color jag. Note the average pocket 
knife assortments. Where are the 
stag handles? Where are the coco- 
bolo handles? Cheap celluloid with 
all the colors of Joseph’s coat greet 
the eye in every retailer’s assortment 
of pocket knives. 

Take kitchen and household cut- 
lery. Here we have had another jag 
in color with glass and celluloid 
handles. Then instead of plain steel 
we are offered stainless steel. There 
are cutlery sets put up in beautiful 
boxes, lined with colored silks. A 
cutlery show case is frequently a 
blaze of color, but to follow the ad- 
vice of the hardware brain trust, all 
of these things must pass away. 

Take a butcher knife, for instance. 
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Why put it up in a pasteboard box? 
Why have an attractive label? Why 
polish the blade? As a matter of 
fact, why have any wood on the 
handle? Why not just take a piece 
of plain steel, shape the handle of 
steel like an oyster knife, sharpen 
the edge and your butcher knife will 
cut all right even if it does not look 
very pretty. But stop and think how 
cheap you could buy and sell this 
knife, and incidentally how little 
profit you could make on it. 

I must admit blushingly that I 
was taught it was a good idea to take 
some plain, everyday article and 
“doll it up,” make it attractive and 
sell it at a better profit, but I am 
beginning to believe that my train- 
ing was all wrong. Instead of doll- 
ing up in the hardware business, now 
we must doll down. Instead of figur- 
ing how we can make a better and 
more satisfactory profit, we must 
figure how little profit it will be pos- 
sible for us to get along with. In- 
stead of having the ambition to ride 
in a Packard or a Lincoln car, the 
height of our ambition should be to 
ride in one of the cheapest cars 
made. Why a Packard? Why a 
Lincoln? Won't the flivver get you 
there some time just the same? And 
stop and think of the difference in 
price and how much more actual 
value you are getting in the flivver. 
All these people who are buying 
Packards and Lincolns, and other 


similar high grade cars, are “all wet”. 


and the automobile dealers as a mat- 
ter of fact are wrong to offer such 
useless luxuries to the automobile 
buying public. 


+ * * 


I do not agree with the Chicago 
brain trust. There is a demand in 
the human heart for beauty and 
style. I have before me on my desk 
a paper cutter with a beautiful pearl 


handle. This cutter will not cut 
paper any better than one of plain 
unpolished steel, but every day I de- 
rive joy just looking at my paper 
cutter. A pearl handled knife is one 
of the most impracticable of all 
knives. Why do men and women buy 
pearl handle knives? Because they 
are a thing of beauty. 

An unpolished pair of scissors will 
cut just as well as a beautiful pol- 
ished pair, but how would unpol- 
ished scissors and shears sell? 

Once upon a time, just for fun, in 
bringing out a cheap common shovel 
I designed a label. I selected the 
coat of arms of the Prince of Wales 
—three ostrich feathers and under- 
neath “ICH DIEN” (I SERVE). 
These labels did not cost much, but 
they made this common shovel dis- 
tinctive. We received orders for 
shovels—“with the feather label on 
them.” 

If I ran a retail hardware store I 
would make this store just as artistic 
and beautiful as I could. There are 
a lot of beautiful things even in com- 
monplace hardware. Even a lawn- 
mower painted in bright colors and 
striped in gold is a thing of beauty. 

Builders hardware, of course, 
should be artistic. As we live in a 
time of experiments why not pick 
out an unemployed carpenter in your 
town, supply him with several pat- 
terns of attractive front door lock 
sets and then start him out to beau- 
tify old doors with new locks—not 
only sell the locks but attach them 
to the doors, and also incidentally 
collect the price. It would do no harm 
if he carried a few cards or circulars 
advertising your store. He also in- 
cidentally might have a list of sea- 
sonable articles with prices. Just 
try it out on a commission basis— 
everything to gain and nothing to 
lose. 





Ray-O-Vac Flashlight and 
Focusing Spotlight 


Dualite flashlight, is a double utility 
flashlight combining the features of a long 


Bil 





range focusing spotlight and a widely dif- 
fused floodlight. Translucent sleeve sur- 
rounds bulb, breaking up and diffusing 
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light rays to form a floodght for general 
illumination. When sleeve is drawn back 
by movement of adjusting switch spotlight 
is obtained for distant lighting. Of brass 
with black lacquered tube and_ nickel 
plated fittings. Packed in self-display car- 
ton with separate counter display. An all 
metal three-cell spotlight with popular can- 
dle light feature and two piece head assur- 
ing centering of reflector, is also offered. 
Tube lithographed in herringbone design, 
head and end cap finished in black lac- 
quer. Window streamer in each self dis- 
play carton. French Battery Co., Madi- 
son, Wis. 
























Every Kitchen 
Needs One Now! 


EVEREDY 


No. 355 


CAP-MASTER 


| Quickly OpensMason Caps, Screw 
| Caps, Anchor Caps, Crown Caps 


Here’s a brand new item 
that will start off with a 
bang for you during pre- 
serving season—and keep 
on selling fast right 
through the year. Wives 
will buy it. Husbands will 
buy it. Everyone who has 
ever struggled with a hard- 
to-open jar or bottle (and 
who hasn’t) will buy it. 


It opens—or tightens— 
Mason Caps! Large or 
small screw caps! Anchor 
Caps! Crown Caps! It’s 
handy. It’s simple. It’s 
quick. It’s sure. Sure to 
work. Sure to sell. And 
what a bargain—priced to 
sell at 15¢ — slightly 
higher in Far West and 
Canada. 


Strongly made of hea 

steel, finished in nickel. 
Big, comfortable wooden 
handle has polished nickel 
ferrule and is finished in 
kitchen-green baked ena- 
mel. Individual display 
and instruction card at- 
tached to each Cap-master. 


Don’t waste a minute. Get 
this seasonable item in 
stock. Ask your jobber— 
or write us—for sample 
and full information. 


She 
EVEREDY 
COMPANY 


FREDERICK 
MARYLAND 


For Crown Caps 
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Nuway All Glass Coffee Maker 


Comprises three parts: upper bowl, filter 
rod and serving bowl, all of heat resisting 
glass. When water in serving bowl is 
heated to the proper temperature, it auto- 
matically rises to the upper bowl, where it 
floods the coffee. As water rises out of 
serving bowl a vacuum develops. When 





heat is turned off or coffee maker removed 
from stove vacuum draws the coffee off of 
the coffee grounds and back into the serv- 
ing bowl. Suggested retail selling price 
$2.95 for gas model, $3.95 for the com- 
plete electric unit. Dealer discount 40 
per cent. The Sunlite Co., 332 N. Water 
St., Milwaukee, Wis. 





Issues Handbook of 
Electric Weld Tubing 


Containing a large fund of compre- 
hensive information. Contains 68 pages of 
diagrams, tables and illustrations as well 
as a brief description of the meihod em- 
ployed under the Johnston process, to- 
gether with engineering and _ standard 
practice information for the guidance of 
purchasers and users of tubing. Character- 
istics of electric weld tubing, physical 
properties and a description of trade terms 
for various types and finishes of tubing 
are given. Information necessary when 
ordering, mill practice and trade customs, 
as well as special sizes and gages and 
standard and special lengths are discussed 
in the booklet. Steel & Tubes, Inc., sub- 
sidiary, Republic Steel Corp., 223 E. 131st 
St., Cleveland, Ohio. 


Mark-Time Switch 


For keeping current on or off for any 
desired time within the set limit. Lists 
from $2.50 for the switch at the extreme 
top of the sample board, illustrated, to 
$12.50 for the switch shown at the lower 
left of the board. The Mark-Time shown 
on the multiple gang plate lists at $4.95. 
The merchant, when leaving for the night, 
turns the pointer to the number of hours 
he wishes his lights to remain on, and at 
the predetermined time the lights will 
automatically turn off. For portable win- 
dow signs or animated displays a switch 
mounted on a block and equipped with a 
10-foot cord is offered. The switch is 
plugged into the nearest outlet. Four 
models: 2006, five hours, $4.95; 2002, 10 
hours, $5.95; 2001, 15 hours, $6.95 and 
2017, 19 hours, $7.95. Wall type units 


60 





are quickly interchangeable with the or- 
dinary wall switch. When time is changed 
because of weather conditions, etc., dial 
is rolled ahead and handle is thrown. 
There are four models of wall type 
switches which turn “off or on,” for 5, 10, 
15 and 19 hours respectively and four 
models, turning “off and on,” for corre- 
sponding periods of time. Rating 10 amps., 
125 volts. For 20 amp. rating at 125 volts 
list price is increased 75c. each for “off 
or on” switches and $1.50 for “off and on” 
switches. Twenty-seven hour models are 
built to order. Duplex control turns on 
lights when desired and leaves them burn- 
ing up to 19 or 36 hours from setting time. 
Approved by Underwriters Laboratories. 
M. H. Rhodes, Inc., Hartford, Conn. 


Trimont Announces 
Two New Pipe Cutters 


No. 00, illustrated, is designed for cut- 
ting tubing or pipe up’to %4 in. (outside 
diameter). Carries a reaming tool at one 
end and a flaring tool as an integral part 
of handle. Measures 6 in. from handle to 
tip. Silvered to prevent rust by cadmium 
plating process. List price $2.00. No. 0 
(without reamer or flaring tool) is for 
larger regular and hard copper tubing, also 
brass and copper pipe up to 114 in. (out- 
side diameter). Cadmium plated through- 
out. Of Saunders design with two rolls 
and one wheel. List price, $3.00. Both 
models developed to speed up and eliminate 
burr in cutting copper and brass tubing 
and pipe, and to produce a square cut, says 
the maker. Trimont Mfg. Co., Inc., Rox- 
bury, Mass. 





Durham Duplex Razor 


Of attractive appearance and having 
construction features making easy the in- 
sertion and removal of blades. Curved rec- 
tangular handle said to hold blade at 
perfect cutting angle for shaving either 
up or down. Weight one and one third 
ounces. Cutting blade, measuring 2%-in. 
wide, is tempered and sharpened by spe- 
cial processes and is of double thickness. 











Sliding cover protects razor when not in 
use. Gold Star blades packaged in oiled 
paper in accordeon folds, with no paper 
touching cutting edges. Five blades to a 
package, suggested retail selling price 50c. 
Razor lists at 25c. with one Gold Star 
blade. Illustration shows attractive count- 
er display card. Durham Duplex Razor 
Co., 190 Baldwin Ave., Jersey City, N. J. 





Stay-Tite Aquarium Cement 


A waterproof aquarium cement that 
comes, in container, ready for use. Re- 
quires no heating or mixing and will re- 
main elastic indefinitely. Easily applied. 
Prices and further particulars available 
from maker. The Stay-Tite Products Co., 
Cleveland, Ohio. 





Range Canopy Ventor 


Combination range canopy and exhaust 
fan, for collecting rising heat and cooking 
odors and removing them. ‘Two standard 
sizes, 47 in. by 28 in., list $39.95, and 














54 in. by 29 in., list $44.95. Respective 
shipping weights, 65 and 68 lb. Dealer 
discount, 40 per cent. Universal Blower 
Co., Birmingham, Mich. 
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Fairmount Tool & Forging 
Issues Catalog No. 335 


Including thirty-two pages of descriptive 
material, list prices per dozen and illustra- 
tions. Contains alphabetical index and in- 
formation on quotations, weights, guaran- 
tee, shipments, terms and references. Some 
of the lines illustrated and described are: 
chisels of various types, cotter pin extract- 
ors, various types of hammers, punches, 
wrenches and screw drivers as well as 
bricklayers’ tools, title setters’ tools, joint- 
ers, calking tools and star drills. Fair- 
mount Tool & Forging Co., 10611 Quincy 
Ave., Cleveland, Ohio. 





Everedy Improved 
Post Bottle Capper 


With unbreakable U-beam steel post. 
All steel parts except post are finished in 
polished nickel. Post and handle finished 
in red enamel. Entire unit is corrosion and 
rust proof. Equipped with Everedy Hold- 








Cap Throat with double-seal feature. It 
is an improved model of the Everedy No. 
150 Gear Top Bottle Capper. Suggested 
retail selling price, $1.09, slightly higher 
in far west and Canada. The Everedy Co., 


Frederick, Md. 


Universal Kitchen Helper 


Comprises an electrically operated mix- 
ing and beating unit with hand operated 
attachments as follows: vegetable slicer 
and shredder, juice extractor, meat chop- 
per, coffee grinder and potato ricer. Mix- 
er-beater has one quart and three quart 
bowls, both unbreakable acid resisting 
porcelain enameled, base with rubber feet 
and revolving platform for large bowl. 
Has six ft. rubber covered cord securely 
anchored and protected by coil spring. At- 
tachments are supported on the same stand 
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as the electrical unit is operated on. Pack- 
ed in three combinations: E790, mixing 
and beating unit and bowls; E793 same as 
E790 in addition to juicer and chopper at- 
tachments and E796, same as E793 in ad- 
dition to chopper, vegetable shredder and 





slicer, coffee grinder and potato ricer at- 
tachments. Attachments may also be pur- 
chased separately. Illustrations show mix- 
ing and beating unit and juice extractor 
attachment. Landers, Frary & Clark, New 
Britain, Conn. 


Washburn Co. Offers 
Jewel Kitchenware 


With jade green colored handles of Cat- 
alin a plastic material, said to be non-in- 
flammable, chip proof, impervious to alco- 
hol, oils and acids and to be crack proof. 
Illustration shows pastry blender having 
seven music spring wire bows. Other mem- 
bers of the line include: bowl, tea and 





coffee, soup and gravy and orange juice 


strainers, ladle, flour and sugar scoop, 


measuring spoon, strainer, mixing, and 
basting spoons, spatula, cake turners, egg 
beater, can opener, egg whip, batter whip, 
fruit and vegetable ball shapers, as well as 
various kitchen knives, forks and mincing 
knives. The Washburn Co., Worcester, 
Mass., and Rockford, III. 





Standard and Super 
Frigidaire Lines 

Standard 43, 4.1 cu. ft. capacity and 63, 
6.1 cu. ft. models have white Dulux on 
steel finish on exterior and stainless Frig- 
idaire porcelain one-piece seamless food 
compartment. Complete with automatic de- 
frosting, automatic tray release and metal 
tray with rubber grid. Condenser is at rear 
occupying 24 in. depth. Super 43, 4.2 cu. 
ft. has porcelain on steel exterior and stain- 
less porcelain in one-piece seamless food 
compartment. Has new larger Hydrator, 








Quickube tray and metal tray with rubber 
grid, improved cold control, automatic 
defrosting, interior lighting and automatic 
tray release. Other Super models are 63, 
5.7 cu. ft. capacity; 73, 7.1 cu. ft. capacity ; 
93, 9.1 cu. ft. capacity and 123, 12.1 cu. ft. 
capacity. Models Super 93 and 123 have 
two larger Hydrators and two Quickube 
trays. Model 123 is a two-door unit. Super 
153, Frigidaire, 15.1 cu. ft. capacity is a 
two-door model while WP-18 is a four-door 
model with 18.3 cu. ft. capacity. Super 
model illustrated. Frigidaire Corp., Day- 
ton, Ohio. 


Sawyer Wedges On Cards 


No. 0660 illustrated for hammers and 
hatchets, No. 0670 for axes and No. 0650 
for hammers and hatchets. One dozen 
wedges on a card with slits to hold wedges. 
Cards cost the dealers 20c. each. Suggest- 
ed retail selling price two for 5c. Sawyer 


Belt Hook Co., Pawtucket, R. I. 


SAWYER WEDGE 


No. 0660 


For Hammers and Hatchets 
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Burgess Flashlight 
Displays 

Stand illustrated shows a new 2-cell 
focusing case, F29, made to meet the de- 
mand for price and having a suggested 
retail selling price of 49c. with batteries. 
Throws a 400 foot beam. Barrel and 
fittings of brass finished in polished nickel. 
Sliding one position switch and flat lens. 


Sold only in combinations of 12 cases to 
the display and 36 No. 2 Burgess Uni- 











cels. F19, suggested retail selling price, 
49c., is a baby tubular focusing case using 
two No. 1 Uni-cels. Construction and 
finish same as F29, only difference being 
as to size. Sold only in the following 
combination, 12 F19 cases or two displays 
of six cases together with 24 No. 1 Burgess 
Uni-cels. Dealer costs; assortment F19, 
$4.17, assortment F29, $4.95. Burgess 
Battery Co., Battery Division, Freeport, Ill. 


Yale “Banktrol” Day Timelocks 
and Day and Night Timelocks 


Equipment which the hardware dealer 
may sell to banks, jewelers, securities deal- 
ers, etc., for protection of cash, securities 
and other valuables. Banktrol day time- 
locks are for day timelocking reserve cash, 
securities, jewelry, etc., and can be applied 
by Yale service men to safes and chests. 
They permit banker, jeweler, etc., to have 
access after a delay, which can be any pre- 


determined number of minutes. “D2,” the 
smallest, is wound with a key while “D2C” 
winds its day movement automatically each 
time the door is unlocked. “D2W” is for 
timelocking for a week or a month at a 
time without any rewinding, while “DWC” 
is for day timelocking cash, securities, etc., 
with all winding done automatically. Day 
and Night Timelock No. DN3 provides two 
regular 72-hour movements for night time- 
locking and one “Day Movement” for the 
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day timelocking. After usual morning open- 
ing of safe, lever is moved to the “day” 
position. Day movements can then be 
wound for any number of minutes desired 
for the “delay period.” If access is de- 
sired during the day, the combination lock 
is operated, then the door-bolt handle is 
moved to start the day movement running; 
and when the delay period has expired, 
the timelock will have unlocked. Timelock 
can be applied to safe doors where bolt- 
work is operated by the turning of a han- 
dle and checked by a combination lock. 
Many types of safes and chests now used in 
banks.can be made to comply with insur- 
ance requirements by applying this day and 
night timelock, says the maker. Yale Bank- 
trol No. 1 Day Safe, for use in vault, pro- 
vides constant day-timelocked protection for 
all reserve cash, yet cash is accessible, after 
a delay period, when it is desired. Has 
“D2C” day timelock and burglar-proof com- 
bination lock. Brass signs supplied to warn 
criminals of this protection. No. 2 day safe 
and money drawer for counter has safe 





which holds cash reserve, constantly day- 
timelocked. Drawer holds minimum cash 
needed, and can be instantly timelocked. 
No. 3 electric day safe and money drawer 
for counter has a button for opening and 
closing drawer, with five or more double 
“timelocking buttons” in different parts of 
bank for instant closing and timelocking, 
from any position in bank. Additional au- 
tomatic drawers can be located at other 
wickets and connected with this system. A 
police signal can be connected, all to func- 
tion instantly when any timelocking but- 
ton is pressed. No. 3% has extra compart- 
ment and was designed for branch banks 
where practically all cash is carried at 
counters during the day. An electric neon 
sign gives warning of this protection. Yale 
No. 10 Banktrol system comprises central- 
ized timelocking control cabinet located in- 
side bank vault. The vault gates are pro- 
tected by Banktrol locks to provide time- 
locking control at the gates. Automatic 
cash drawers are located at each teller’s 
wicket. Included are under counter safes 
for storage of excess currency used. All 
of the system can be instantly timelocked 
for a certain period of time by pressing a 
timelocking button. A police alarm con- 
nected by private wire may be used with 
this system. Illustrations show: the control 
cabinet, drawers in counter, under counter 
safes and police station signal. The Yale 
& Towne Mfg. Co., Bank Protection Divi- 
sion, Stamford, Conn. 


Republic Steel Folder On 
Toncan Molybdenum Iron 


Form No. 114, “Properties of Toncan 
Iron,” gives the various properties of this 
iron and illustrates some of the jobs in 
which it has been used. Tells about fabri- 
cation, rust resistance, acid resistance, 
cold resistance, cold working, hot work- 


ing, abrasion resistance, coatings, machin- 
ing, forms in which it can be furnished, 
etc. Copies of folder available from Re- 
public Steel Corp., Advertising Depart- 
ment, Massillon, Ohio. 





Cardograph Machine for Printing 
Post-Card Size Messages 


Model 5085, a small sized, portable, 
hand-operated duplicating press that pro- 
duces neat facsimile typewriting through 
a ribbon of any color. Prints a complete 
message in one operation, on forms meas- 
uring up to 4 in. by 7 in. (type limits 
3% in. by 4% in.). Either embossed 
metal plates, loose Multigraph type and 
zinc etchings or flat electrotypes can be 
used. A complete typesetting unit is part 
of this model, enabling user to compose 
sales messages, notices, miniature letters, 





etc., and print hundreds of them in less 
than an hour’s time. To compose a mes- 
sage, “individual type characters are 
quickly slid into composing fork. A 
wide variety of type faces is available. As 
each line is composed it is transferred 
into the Flexotype blanket, with changes 
and corrections easily and quickly made. 
Cardograph may also be adapted to use 
embossed plates with message plate frames 
for printing lengthwise on card or form 
having a capacity of 18 type lines. Frames 
for printing cross-wise on form have ca- 
pacity of 26 type lines. Addressograph- 
Multigraph Corp., 1200 Babbitt Rd. 
Cleveland, Ohio. 


Acco Utility Repair Link 
Assortment No. 130 

In a handy package containing 12 ACCO 
Utility Repair Links including five of the 


most commonly used sizes—3-16 in., %4 
in., 9-32 in., 5-16 in., and % in. For 





farmers and other users of chain, for mak- 
ing quick, easy, economical repairs on all 
kinds of chains. These repair links can 
be quickly closed down cold with a ham- 
mer and need no weldings. Attractive 
coppered finish. American Chain Co., Inc., 
Bridgeport, Conn. 
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=| CHICAGO)— 
SPRING HINGES 


Compare the Value 
of 


“Premier” Spring Pivot- Hinges 





It is the value received by your cus- 
tomer, in return for his money, that builds 
goodwill for your business. 

By comparison “Premier” Spring Pivot- 
Hinges represent a value which architect 
and contractor are quick to recognize. 


Send for New Catalogue No. H-47 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A. 

















You set traps for 
mice, but what are 
you doing about the 
9 old fashioned method 


of tying up _pack- 
WHAT MOUSE EATS ages? That is the 


YOUR MONEY? mouse with the mon- 


ster appetite. It eats up your clerks’ time— 
you pay for it. 











saves waste, saves 


NATioNar PACKAGE SEALER time, saves money 


—means quicker service and more sales. Write for the facts. 





NASHUA PACKAGE SEALING (Q, NASHUA, N. H. 











The Chrome 
Formula is 


Inthe PROFIT Spotlight 


The Burgess Super “B” 
Battery —the finest “B”’ 
Battery you can sell. 





BATTERY ate 
bi 


9S VOLT: 





ADIO sets are coming off the shelves, this 

Fall. ““B’ Batteries will be sold. Get this bus- 
iness. Get the repeats this winter and next 
spring by stocking “Burgess Batteries.” 


They have a history no battery can equal. Their 
“Chrome Formula” retards electro-chemical 
action when no “juice” is being drawn and the 
life of the battery’is increased often by months. 


The construction of the Burgess Batteries is of the 
unit-cell type—the same type as specified almost 
universally for police radios. And these bat- 
teries are the same as those used exclusively 
by Commander Byrd when he conquered both 
the North and South poles. 


Burgess “B’” Batteries will help your sales and 
your repeat business next winter. They help 
you cash in on this Fall season which promises 
to be the best in recent years. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Acoustic and Electric Products 


Battery Division — FREEPORT, ILL. 
Acoustic Division — MADISON, WIS. 


New York Chicago Atlanta Kansas City, Mo. 
Boston Minneapolis San Francisco Los Angeles 


In Canada— Niagara Falls and Winnipeg 
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C-A Wood Preserver Co. 
Issues Booklets 


“The Evolution of Brush and Spray 
Wood Preservers Specifications” contains 
data indicated by its title as well as a 
brief presentation of facts offered in the 
interest of economic preservation of woods. 
Circular matter on “C-A” Chicken Mite 
Killer is offered. A booklet titled, “Stop 
that Rot” tells how rot is caused by a fun- 
gus growth, and shows jobs on which “C- 
A Wood Preserver” has been used. It 
tells how the product is packed and where 
it is used. C-A Wood Preserver Co., 6625 
Delmar Blvd., St. Louis, Mo. 


Fraim No. 423 Five Dise 
Tumbler Cylinder Padlock 


Having a suggested retail selling price 
of 25c. Has heavy cast brass 1% in. case 
with one piece top and full size five disc 
tumbler cylinder in 250 key changes. Spe- 
cial alloy hard steel, nickel plated shackle 
and two heavy nickeled, coined keys. Pack- 
ed six in attractive counter or window 








display carton. Shipping weighi 4% lbs. 
per dozen. The E. T. Fraim Lock Co., 
Lancaster, Pa. 





True Temper “Reelrod” 


Has a control button, giving freedom 
from backlash when adjusted to weight of 
lure. Spool has large diameter, runs ex- 
ceedingly fast, and is not intended to run 
free without the brake. Features include 
narrow spool and short pillars. Combined 
housing and handle are of a super alloy 
of aluminum which is light yet strong. 
Finished in black “Alumilite.” Spool holds 
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100 yards of 18 lb. test line. Reel is quad- 
ruple multiplying. List prices, which in- 
clude excise tax are slightly higher on Pa- 
cific Coast and in Canada. CRA, tip triple 
plated “Spec. Afco.” has three hand pol- 
ished agate guides and tip top. Canvas 
case. List 4, 4%, 5 ft. overall, $17.50, 3 
or 3% ft. overall, list $16.50 with two 
guides. CRG, tip cadmium plated, three 
garnix guides and tip top with canvas case. 
List, 4, 4% and 5 ft. overall, $13.50, 3 or 
3% ft. overall (2 guides), $13.00. CRO, 
plated tip, imitation agate guides, cloth 
case, 3, 344, 4, 4% or 5 ft. overall, list 
$11.00. CRH, handle and reel only, list 
$8.80. The American Fork & Hoe Co., 
Sporting Goods Division, Geneva, Ohio. 


No. 61 Fulton Dust Pan 


This long handle dust pan is of attrac- 
tive design and fiinish. Has a suggested 
retail selling price of 25c. Patent Novelty 


Co., Fulton, III. 








Baron Goblet Set 


Made of solid copper, polished and lac- 
quered. Goblets hold 13% fluid ounces 
while pitcher with its stem base, fluted 
spout and tubular copper handle has tour 
quart capacity. Outlet from the well is 
located at bottom of spout to prevent an 





overabundance of foam whengouring. Sug- 
gested retail selling price: Baron goblets, 
50c. each; pitchers, $3.00 each. Rome 
Mfg. Co., Division of Revere Copper & 
Brass, Inc., Rome, N. Y. 


Strong Drip 
Coffee Maker 


Six cup size, makes coffee in six minutes, 
flow of water being so regulated that coffee 
is completely immersed during entire pe- 
riod of making, says the maker. Back-up 
of water flow is obtained to prevent water 
from boring straight through coffee with- 





out extracting all the flavor, says the maker. 
May be used with or without standard sizes 
of filter paper. Flat bottom permits use of 
filter paper. The Strong Mfg. Co., Sebring, 
Ohio. 


Jomoco Electric Refrigerator 


Has two cylinder reciprocating type di- 
rect drive compressor with positive oiling 
system, 1/6 h.p. G.E. motor and G.E. nine 
point temperature control. Three alum- 
inum ice trays, 63 cube capacity. Of high 
grade furniture steel, exterior finished in 














lacquer. Interior, three coats of stainless 
vitreous porcelain, corners rounded. Brass 
chromium plated hardware, flat ribbon 
type shelves. Broom height legs. Smaller 
model, 4.6 cu. ft. capacity, list $99.50. 
Dealer discount, 40 per cent. Jomoco, 
Inc., Subsidiary, Johnson Motor Co., Wau- 
kegan, III. 
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onutn Din Fumo  Jumbler 
Exrrupep Metat PADLOCKS 


Provide exclusive 
additional security 
thru special 
features in 
pin tumbler 
construction. 
They are 
truly an 
achievement 
in locking 
service. These locks have 
been tried for many years 
and proven _ trustworthy 
under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 














SUPERIOR 
BRAND 
HARDWARE 
CLOTH 


Copper-Bearing 
Steel 


Standard 


Size Wires 





It costs no more 


for this quality 
product. 


At your jobber 


G. F. Wright 
Steel & Wire Co. 
WORCESTER, MASS. 


New York Atlanta 
Chicago Los Angeles 
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Adhesive Felt 
Weather Stripping 


* . 
} 
i 
P ? 
‘ 
‘ 
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New ... A weatherstrip that 
needs no nails or tacks. Easy 
to put on; just press it into 
place. It sticks to wood or 
metal by means of a specially 
treated weather-proof rubber 
adhesive that defies moisture. 
Easily removed without in- 
jury to surface. And it Sells. 
Stores that stocked it last year 
showed a good turnover and 


are coming back for more. 





e 
Adhesive Weather Strip Co. 
Factory: Packed in ten foot rolls 
29 Ryerson Street, Brooklyn, N. Y. that retail for 25e per car- 
Sales O . ton. Attractive counter dis- 
ates ffice: play with a dozen cartons. 


Order from your jobber. 


143 Liberty Street, New York City 














A New Ideain . . 
Electric Lamp Disilhiatiiilien 


“WACO” 


HOME LAMP ASSORTMENT 


to retail at $1 


An attractively packaged 
assortment containing two 
25 watt; two 40 watt, one 
60 watt and one 100 watt, 
inside frosted lamps; 
regular retail value $1.25. 


“WACO” lamps are 
standard in quality and 
rating specifications; fully 
guaranteed for lighting 
eficiency and average 





Write for name of nearest dis- 
tributor and prices. Dept. A. standard life. 


Made in America by 


WABASH APPLIANCE Corp. 


456-474 Johnson Ave., Brooklyn, N. Y. 
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WIZARD REVOLVING FAUCES WASHERS 


Steps leaking 

faucets — brass 

bushing keeps 

washer — 

WASHER DOES NO ary. Ne friction 

TURN ON SEAT. | —sutwears other 
types. 

















Py SAMPLE 
‘7! a a Wz , ON 
yr REQUEST 
asec SUEP Vunsesn  foce ay etait St cisfees 
— smu. sg —— 
WIZARD PRODUCTS CO. hio 








While Prices 
Are Low! 


Hardware and 
Overhead 
Doors offer a 
profitable line 
to handle. 
Write ee Complete Catalog 


COBURN TROLLEY TRACK Mfg. Co. 


HOLYOKE, MASS. H.A. 8-33 





Sliding Door 








The Mark of Quality 
In Wiring Devices 
The Circle F Trade-Mark is 


your guide and assurance of 
absolutely dependable Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
produets. 


Circle F Mig. Co. 
Trenton N. J. 








Ne. 608 Table Tap 








LUSTROUS STOVE PIPE 
In Chrome, Nickel and Aluminum 


CHROME — finest ob- 
tainable — never needs 
polishing. NICKEL— 
attractive, moderate 
price. ALUMINUM— 
24 gauge pure aluminum. 
Send for prices and descrip- 
tion. 





Attractive profits 


Ballonoff Metal Products Co. 
6407 Woodland Ave. Cleveland, Ohio 








Red Dewvil- 


WIGLASS CUTTER 











You'll find REAL 


Sales Representatives ad- 
vertising in the Sales Ac- 
counts Wanted Columns 














Letters to the Editor 


(Continued from page 47) 


The Royal Stores Voluntary 
Hardware Plan 


Newark, N. J.—We have thought for 
the past year that it is most essential for 
the jobber to cooperate more closely with 
the independent dealer than ever before. 
It is our belief that the day of the jobber 
selling merchandise to the hardware dealer, 
and then letting him worry as to how to 
dispose of this merchandise to the con- 
sumer, is a thing of the past. 

This is what prompted us to enter into 
the Royal Store voluntary chain program, 
which started in September, 1932, with ap- 
proximately fifty members. All of these 
stores were painted green and white on the 
exterior; uniform signs were erected; and 
each one of them bears the insignia of 
the organization with the name of the 
owner attached to it, as proprietor, in 
order not to have him lose his identity. 
From that point we went in to each store 
and outlined an entire display along chain 
store lines, and also clearly priced all 
merchandise. We employ a _ supervisor 
whose duty it is to inspect these stores 
constantly in order to see that they are 
kept orderly and clean, and the principles 
set up are followed out. 

A dealers committee representing the 
various memberships of the state is selected 
and we hold meetings with them once a 
month to set retail prices, meeting chain 
store competition wherever possible. Sug- 
gestions are made for the benefit of the 
members, and the committee then reports 
to them as to what progress they have 
made, at another general meeting of all the 
dealers once each month. 

We are very grateful for the splendid 
cooperation given us by both the com- 
mittee and the members and with our as- 
sistance they have been able to obtain 
many advantages which only the chain 
stores have had previously. Once a month 
we have a sale that continues over a 
period of from one to two weeks. The 
merchandise advertised is timely and we 
have from five to six real price leaders 
advertised at reduced ptices. We supply 
the members with step-up items, so that 
they will be in a position to sell their 
customers other items at their regular 
profit. In addition to supplying dealers 
with specials, we provide a_ sufficient 
quantity of broadsides for neighborhood 
distribution, window display material, dis- 
play cards and pennants, for the interior 
of their stores all tying in with the sale. 

We also back up each month’s campaign 
with newspaper advertising in the respec- 
tive territories, using those papers with 
the largest circulation. We charge our 
members a nominal monthly fee and the 
entire amount is used for the exploitation 
of each sale. 

Allowing for the fact that our campaign 
opened in September, 1932, just prior to 
the national election, and taking cognizance 
of the winter months and the bank clos- 
ing this year, it is very gratifying for us 
to state that we have at the present time 
some fifty members. This amount naturally 
allews for those that dropped out because 


of the disadvantages of their respective 
shopping districts, and those that we were 
forced to drop for credit reasons. We feel 
that with the improved conditions our 
membership will definitely increase during 
the coming fall and spring. Our members 
have reported increased business and more 
customers during and after each sale. We 
have also found that our business with 
these stores has materially increased. We 
were also able to bring into the plan a 
number of stores that have never dealt 
with us before. 

We are more enthusiastic about the 
plan at this time, than at any time since 
its inception, and we feel that the effort 
we have put into the plan to date has 
been justified, and are firm in our belief 
that we are on the right track. As we 
have stated in the beginning we are doing 
our part to help the dealers sell the mer- 
chandise that we sell them. 

Jack J. Sasie, Vice-President, 
Phoenix Hardware Company. 


Purchase Contract Provisions 


New York City—The attention of the 
American Arbitration Association has been 
called to the fact that a number of trade 
or industrial associations or groups are 
providing in Codes of Fair Competition 
being prepared under the National Indus- 
trial Recovery Act for the use of a uniform 
contract of sale or of purchase by members 
of the industry. 

It is the judgment of this Association 
that it will be to the advantage of industry 
to include in such uniform contracts a 
general arbitration provision, enforceable 
under the Federal or appropriate state 
arbitration laws. 

The inclusion of such a provision will 
insure an amicable, speedy, economical 
and efficient settlement of any controversy 
or difference arising between the parties 
to a sales or purchase contract, will avoid 
the delays of litigation and will facilitate 
the application of other provisions in 
Codes. 

This Association maintains a permanent 
panel of arbitrators, located in more than 
1600 cities in the United States. These 
arbitrators represent all branches of indus- 
try and serve without compensation and 
are immediately available to parties to con- 
tracts containing arbitration provisions. 

The arbitration clause which this As- 
sociation recommends for insertion in uni- 
form contracts is already in use in thou- 
sands of contracts and has been held legally 
enforceable under existing modern arbi- 
tration laws. The text follows: 

“Any controversy or claim arising out of 
or relating to this contract or the breach 
thereof, shall be settled by arbitration, in 
accordance with the rules, then obtaining, 
of the American Arbitration Association, 
and judgment upon the award rendered’ 
may be entered in the highest court of the 
forum, state or federal, having jurisdic- 
tion.” 

The American Arbitration Association. 
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est value you have 
ever seen in a REAL 
FIRE EXTINGUISHER 
SELLS for $2.50 


“Do you have any fire ex- 
tinguisher in your home or 
around your garage or car, 
Mr. Jones?” ‘“‘Well no, can’t 
say that I have. They gener- 
ally cost considerable and I 
just never got one.” 

There are many Mr. Joneses 
among your customers who 
will be interested in the de- 
pendable Dietz Volunteer at 
$2.50. 


All working parts made of 
brass. Holds one pint ap- 
proved Dietz Fluid. RE- 
FILLABLE. Projects stream 
20 feet. Effective on oil, gas 
and electric fires. Fluid does 
not injure rugs, furniture or 
curtains. 

Stock through your Jobber. 
Display Card and Counter 
—— in each Carton of 
ix. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World 
—Founded (840. Output Distrib- 
uted Through the Jobbing Trade 
Only. We Do Not Sell Mall 
Order Houses and Chain Stores. 














Hardware Dealers 
can have these 
hew customers 


Every man, woman or boy interested (ung 
in marksmanship, trap _ shooting, : 
Skeet or hunting game, wants to keep 
rust out of gun bores. Wherever 
displayed 


Hoppe’s No. 9 


the time-tested nitro pow- 
der solvent, is a continu- 
ous seller to all sports- 
men and gunners. Not 
only keeps gun _ bores 
rustproof, but removes 
leading, powder residue 
and metal fouling. In 2 
oz. bottles. 


HOPPE’S LUBRICATING OIL 
The Oil that won’t gum. Best for the 
moving parts of guns, fishing reels and 
for every household purpose. In 1 and 
3 oz. cans. 

Your Jobber will supply Displays promptly. 
Sales Helps Write us direct for a supply of our new circular 


instructions for cleaning rifles and shotguns, imprinted with your 
name, to give to your customers. 


FRANK A. HOPPE, INC. 


2314-H N. Eighth St. Philadelphia, Pa. 
Representatives 
Ed. W. Simon Co., Inc., 302 Broadway, New York City 
H. L. Bowlds, Mason Theatre Building, Los Angeles, Calif. 

















KEYSTONE Copper Steel Sheets 
in Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 
Steel gives maximum rust resistance. 


Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S S STAINLEss and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 













AMERICAN SHEET AND TIN PLATE C 


OMPANY, Pittsburgh, Pa. 


EL. Co ON )) 





AUCUST 3, 19383 


Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits aro the only bits that are not dependent on a center or a 
level to guide them, They cut from the outer rim, entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
= They bore way through hard, knotty, crogs grained wood 
eaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order threugh your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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Norge Economaid 
Electric Washer 


Features dual-vane motivator, controlled 
water currents, silent mesh power and 
sentry safety dryer release. Controlled 
water currents assure quick and thorough 
washing without “washboard” rubbing ac- 
tion on any garment. Sentry-Safety Dryer 
Release guards against injury and will not 


Tes 
—— Ss 





permit water removal from excess bulks 
of material and prevents tearing, says the 
maker. Washing capacity, 6 to 8 sheets, 
water capacity, 21 gallons. Equipped with 
perfected adjustable tension balloon-type 
dryer. Powered by rubber insulated mo- 
tor, ceiling hung, direct drive. Finger tip 
type controls. Finish: dryer of burnished 
aluminum, tub of white porcelain and base, 
black enamel. Norge Corp., Div., Borg- 
Warner Corp., Detroit, Mich. 


Belden “No-Fray” 
Replacement Lamp Cord 


A complete set of wire, plug and con- 
nectors, is now offered in cellophane pack- 
ages, on an attractive counter merchan- 
diser. Each merchandiser carries four re- 
placement lamp cords in different luster 
finishes: old gold, silver, bronze and 
brown. Conductor is new Belden “No- 
Fray” type PO-SJ rubber sheathed port- 





able cord. Small size Belden soft rubber 
plug with luster finish to match wire is 
attached. Individual wires at the other 
end are stripped and soldered. Bakelite 
connector caps included for instant in- 
stallation. No solder or tape required. 
Length, 6% feet for use on lamps, radios 
and all semi-portable household appli- 
ances. Belden Mfg. Co., 4689 W. Van 
Buren St., Chicago, IIl. 
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Replica of Westinghouse Range 
Display For Jobber Salesmen 


To use in contacting dealers is an exact 
replica in colors of the company’s large 
window display. The large display itself 
stands 60 in. high, in four attractive col- 
ors. Westinghouse Electric & Mfg. Co., 
E. Pittsburgh, Pa. 


“Chie” Whistling 
Egg Cooker 


Constructed like an ordinary double 
boiler. Eggs are placed in lower pan and 
covered with cold water to point plainly 
stamped on utensil. Upper pan is filled 
with cold water to one of the three rings 





marked plainly on the stem, “Soft,” “Me- 
dium,” “Hard.” Egg cooker is placed over 
a medium flame and when egg is done to 
desired degree the “chick” signals with a 
loud whistle. Utensil is of solid copper 
highly polished outside and chromium 
plated inside. Holds four eggs. Handles 
of polished brass, while “chick” is of mold- 
ed yellow bakelite. Suggested retail sell- 
ing price, $1.50 in the East, slightly higher 
west of Rocky Mountains. Dealer dis- 
count, 33 1/3 per cent. Rome Mfg. Co., 
Division, Revere Copper & Brass, Inc., 
Rome, N. Y. 


Ray-O-Vac Spotlight 
and Double Duty Lantern 


Spotlight, list 39c, complete with two 
Ray-O-Vac No. 2 flashlight batteries. Case, 
metal with two-toned striped barrel, 


cadmium plated fittings, regulation slide 
‘switch. Octagonal head prevents rolling. 
Twelve in display carton. Double-duty 
lantern, list 39c, combines spot of brilliant 
light with floodlight for diffused illumina- 
tion. Uses solid glass spot bulb, newly 





developed lamp bulb that is practically un- 
breakable. Copper faced steel case. 
Powered with two No. 2 standard Ray-O- 
Vac batteries. Slide switch. Six lanterns 
mounted on attractive counter display card. 
French Battery Co., Madison, Wis. 


Voss 1933 Washers 


With model C illustrated, and model D 
having an electrically controlled safety- 
guard wringer. Manually operated por- 
tion of new wringer is exactly same as the 
Double-Safety Guard Wringer introduced 
last year. On the new wringer master 
control switch, which operates the entire 
machine, is mounted on right hand side 
of wringer frame. When safety-guard is 
tripped, the pressure between rolls is re- 
leased and both wringer and washer auto- 
matically stop. Washer and wringer may 
be operated independently of each other. 
Electric safety wringer has been approved 
by the Underwriter’s Laboratories. Other 
Voss features include: floating agitator, 
corrugated tubs of porcelain or copper, 
rubber insulated motor, only four moving 
parts each of which are fully enclosed and 
running in oil bath. Two other models 
are offered. Voss Bros. Mfg. Co., Daven- 
port, Iowa. 
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No. 2 IMPROVED 


CARRIES A 600% OVERLOAD 


Proof that “JUMBO” is THE 
BEST SHOVEL MADE—Rigid 
tests have proved its superior 
strength. 

Scoop design permits both easy 
access to stove door and over- 
size capacity. 

Flat rugged handle provides 
firm grip for heavy load and pre- 
vents tipping. 

Hard baked enamel black finish ; 
brown slightly higher priced. 

A profitable specialty. 


JUMBO FIRE SHOVEL 


PATENT NOVELTY CO., 












The original ““SJUMBO” 





42 oz. 
Coal Capacity 
Three thicknesses of heavy steel at weak- 
est point in other shovels. Stands an 


over-strain of ten times capacity. This 
TRIPLE one feature alone makes Jumbo superior. 
> ry oT For profit and satisfaction insist on 
STRENGTH genuine “JUMBO.” 


Write for prices, etc. 


Fulton, Illinois 














e THE SWEDISH “PRIMUS” - 


Is the Indispensable Companion of Explorers 
and j 
Invaluable to Campers 
Gw9 
Burns’_ kerosene 
or gasoline with 
equal efficiency. 


Smokeless — Reliable — Safe 





Send for complete catalog 
of more than 60 patterns == 


e SANDVIK SAW & TOOL CORPORATION . 


740 Washington Ave., North 109 Lafayette St. 
Minneapolis, Minn. New York, N. Y. 

















Polar Pak Sells Itself—Just Show It 


se oe For Picnics, Fishermen, Motor- 
ists, Home Use, Hotels, etc. 
Made of heavy gauge steel, 
) baked green enamel finish. No. 
712, height, overall, 10%”; dia. 
8%”, wet. 5% I|bs., capacity 
seven 12-0z. bottles. No. 1212, 
height 10%”; diam. 9%” x 12”; 
wet. 8 lbs.; cap. twelve 12-o0z. 
bottles. Packed in individual 
cartons, 12 cartons to case. 


Polar Pak can be iced and 
taken on boats, picnics, motor- 
ing. Bottle opener attached to 
cover for convenience. Popular 
price—dispiay it with bottles— 
-it sells right away. Handled by 
leading jobbers. 





1212 


Manufactured and Sold b 
TOLEDO PREMIUM SPECIALTIES, INC., TOLEDO, OHIO 
for Universal Container Co., Toledo, Ohio 





PATTERN QUALITY WORKMANSHIP 


A good axe handle must have these features. 
Sallee Handles have all. 


We have territories open for representatives. 


SALLEE BROTHERS 


Hickory Handle Manufacturers 
. Pocahontas, Ark. 


a “From treadmill to modern plant production” ea 





U. S. ENAMELED ROASTERS 
WRITE FOR PRICES 
OVAL ROASTERS 


Made in 
12, 14, 15 and 18 inch Sizes 


DOUBLE WALL 
ROASTERS 


Made in 15 and 18 inch Sizes 


UNITED STATES STAMPING COMPANY 


Quality Enameled Ware 
MOUNDSVILLE - W. VA. 








Colors: 
Ivory, Green, Royal Blue and 
Blue Speckled 








ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 





Price $10.00 a Copy 
Cheek with Order 


HARDWARE AGE VERIFIED LIST 


a. 


ed Shield” 6:8 ce. 
DRILLS 
THE STANDARD Too Co 


CLEVELAND 
NEW YORK CHICAGO 



































239 W. 39th ST., NEW YORK, N. Y. 4 » 
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Diamond Plier 


DIAMOND TOOLS 


The Diamalloy feather- Diamond pliers are 
weight adjustable made n thin nose 
wrench is made from a (straight or bent) as 
special high grade alloy well as regular pat- 
steel o remarkable terns. High grade tool 
strength. Thin and light steel, drop-forged, 
yet withstands severest makes them strong and 
strains. chip-proof. 
Write for information. 


DIAMOND CALK HORSESHOE COMPANY 
4622 Grand Ave. Duluth, Minnesota 
























POULTRY SUPPLIES 





We are Headquarters for Poultry Leg Bands and 
Markers. Millions sold each year, and a profitable 
line for the dealer. Write for samples and prices. 


HOEFT & COMPANY, Inc. 


2305 Davis Street North Chicago, Illinois 











AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT oe  % CONN. 





For all 

Headed and 

| Threaded Products 
... Standard and Special 


...send your inquiries to... 


uPpPsoOown NUT oo. Vie es + Oo & 


REPUBLIC STEEL CORPORATION 


CLEVELAND Re OHn10 
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Issue DuPont Skeet Handbook 


Compiled to provide the novice with information regarding the 
layout of Skeet traps with some suggestions as to equipment, 
stance and fundamentals of Skeet shooting. Some of the head- 
ings in this attractive booklet are: How to Arrange a Skeet Field; 
Personal Equipment; Ready Position Studies; Breaking the 
Targets anu Competition Psychology. There is a summary of 
Skeet rules and regulations. E. I. du Pont de Nemours & Co., 
Sporting Powder Division, Wilmington, Del. 


“Romark” Traffic-Marking Paint 


A synthetic product which the maker states has good body, dries 
rapidly and will not bleed when applied on asphalt pavements or 
over any surface covered with coal tars or other bitumens. Suggested 
for zone marking on highways, for industrial building floor marking 
and for quick wall repair. “With this material which is very rapid 
drying, a painter can paint a wall after plaster patching and inside 
of 30 or 40 minutes, he can apply the final coat of wall paint,” says 
the maker. Offered in drums, half drums, five gallon and one gallon 
sizes. The Glidden Co., Cleveland, Ohio. 


Displays For Indoor Clothes Line Reels 





Illustration shows attractive display for Polly Prim portable indoor 
clothes line reels. Display carton contains six indoor reels. Displays 
are also available for the Bluebird portable indoor reels. The Patent 
Novelty Co., Fulton, Ill. 


Stay-Tite” Product Display 





Of attractive appearance offered dealers, free, with each of three 
different assortments. Assortments include Stay-Tite; Caulking 
Compound, Waterproof Glue, Wood Filler, Crack Filler and Sealer. 
Stay-Tite Products Co., 3107 Detroit Ave., Cleveland, Ohio. 
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Bommer 
oe Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 













Women Like Moore 
Aluminum Push-Pins 


Wherever displayed in the windows or on the 
counters of Hardware Stores, sales follow. Easy 
to use for hanging up pictures and wall decora- 
tions. Fine steel points will not mar wall paper, 
plaster walls or woodwork. 


In Window- 
6 for 10 cents Front Packets 
Order one or more of our small Displays today 


from your Jobber and get your share of the 
profits. 


MOORE PUSH-PIN CO., 
113-125 BERKLEY ST. PHILADELPHIA, PA. 






















A Practical Over-Hanging 
Balcony Clothes Dryer 


Splendid seller ._ ly 
to families who = 
have to hang 
clothes from an upper 
porch or balcony. Has a 
convenient patented ratchet 
with lever for swinging the clothes reel. No 
under bracket for clothes to rub against. 
Easily attached. Castings, malleable iron, 
heavily galvanized. 
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New York Distributor —H. Kornahrens, Inc. 





Built to last. Attrac- SEE OUR CONDENSED Catala 
ively colored. S$ E C1932 DIRECTORY 
ay ooklet——it chante ” GF HARDWARE age SER 
complete line. a > 
= 
HILL CLOTHES DRYER CO. sui) F 
Worcester Mass. “Dp” 











EETING EVERY DEMAND 





Through the constantly changing conditions of 
the past seventy-nine years Clark Bros. Bolts 
have met every need and demand, Both from 
the Retailer’s and the User’s standpoint Clark 
Bolts are the most economical. 


Have you a copy of our new catalog? 








Bemiss St. 
Milldale, Conn. 


CLARK BROS. 
BOLT CO. 





















To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


3 


the red, white and blue surface markers in °4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N. Y. 


WATERPROOFED - GUARANTEED 


1933 











LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 








WOOD BORING TOO 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 





The Irwin Auger Bit Company 
Wilmington, Ohio : 








p BRUSH-NU COM PANY 


BALTIMORE MARYLAND ‘ 





SAMSON TRAOFE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) = a O10). 0D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
"There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 


Each additional word .........++ 06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word .........+. 08 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RA'ES 
Rh tmeh .cccccce.-e eeceecuccseeecee 
Each additional inch .........-.+--> 4.00 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Positions Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 

Address iat advertisements and replies to 

RE AGE, Classified 


HARDW ° ppor 
239 West 39th St., New York City. 




















BUSINESS OPPORTUNITIES 


A WHOLESALE HARDWARE BUSINESS 
located in the Metropolitan Section is for sale. 
A mighty good chance for two young men fully 
versed in the hardware, house-furnishings and 
grocers’ supplies business. House has a good fol- 
lowing and a splendid reputation among the retail 
trade. Address Box B-189, care of HarpwarE 
Ace, New York City. 

_WANTED—TO PURCHASE GOING RE- 
TAIL HARDWARE BUSINESS within a radius 
of forty miles of New York City, preferably West- 
chester County. State full details including price, 
income, length of lease, cash required, etc. Address 
ne B-172, care of Harpware Ace, New York 

ity. 














SALES REPRESENTATIVES WANTED 


SALESMEN TO SELL A LINE OF brass 
builders’ hardware _ specialties consisting of 
shutter holdbacks and other brass items at popu- 
lar prices to the better class of hardware stores. 
Only those with experience in the above line will 
be considered. Commission basis. Excellent side- 
line. Address B-179, care of Harpware AcE, 
New York City. 

NATIONALLY KNOWN MANUFACTURER 
of popular-priced carpet sweepers requires addi- 
tional sales representatives in various territories 
throughout the country. Must be acquainted with 
buyers in department store and wholesale hard- 
ware trades. Liberal Commission basis. Give 
full references and particulars in first letter. Ad- 
dress Box B-153, care of Harpware Acr, New 
York City. 

SALES REPRESENTATIVE—EXCELLENT 
CONNECTION AVAILABLE for capable man 
covering hardware and sporting goods stores to 
take on profitable, established line of specialties 
including bicycle tire fluid, gasket shellac, metallic 
a se. ge a gg: and territory. : 
dress—-Evans-Royal Supply Mfg. Co., 219 Nav 
St., Brooklyn, N. Y. anes : 

DISTRIBUTORS WANTED for all States 
west of Minnesota and all States south of Mason- 
Dixon Line. Five items sell to retail and whole- 
sale hardware dealers, druggists, sash and door 
mills, and chain stores. Items beat competition in 
price or performance; good reneaters. Give full 
particulars in first letter. Address Box B-191, 
care of Harpware Ace, New York City. 


SALES ACCOUNTS WANTED 


WALLS a 




















MANUFACTURERS OF PRODUCTS 
SOLD THROUGH HARDWARE 
AND GROCERY CHANNELS 


We Manufacture a Well-known, Well-acvertised 
Article, which has general distribution in the hard- 
ware and ocery channels throughout the United 
States—in stern Stites particularly. Our product 
is seasonal, and as we maintain our sales force 
throughout the entire year we are anxious to make 
arrangements with some cther concern catering to 
the same class of trade to utilize the services of our 
salesmen on a part-time basis. Our company is an old 
established one, and has a very high financial rat- 
ing. Our selling force would be able to do a good 
job for some responsible manufacturer whose product 
would fit into our picture, and at a small cost. Cor- 
respondence invited. 


Address Box B-193, care of HARD- 
WARE AGE, New York City. 


eee 

MANUFACTURER'S AGENT—long acquaint- 
ance with trade _ in Chicago, Milwaukee, and 
vicinity offers efficient representation to manu- 
facturers—over 20 years’ experience selling hard- 
ware jobbers and retailers, department stores, 
painters’ supply, factory and machinists’ supply 
trade, can take on additional lines in hardware. 
household or kindred items. Address B-178, 
care of Hapware Ace, New York City. 
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SALES ACCOUNTS WANTED 

ESTABLISHED MANUFACTURER’S REP- 
RESENTATIVE calling on the jobbing trade in 
southern half 65f Ohio, part of Indiana and 
Kentucky, needs a cutlery line, household depart- 
ment line, brass goods line and sporting goods 
line. I cover territory at regular intervals by 
automobile. Address Box B-170, care of HARDWARE 
Ace, New York Citv. 

MANUFACTURER’S AGENT COVERING 
NEW YORK STATE outside of New York City 
can use one or two additional Iines sold to whole- 
sale hardware and department store trade. He is 
not interested in knickknacks but rather substantial 
lines worthy of close attention. Address Box B- 
194, care of Harpware Ace, New York City. 

EXPERIENCED SALESMAN calling on the 
jobbing and large retail hardware trade wishes to 
connect with good line or lines. Territory covered 
Chicago and Middle West. Have called on this 
territory for twenty yeaf$. Address Box 7506-A, 
Harpware Ace, 802 Otis Bldg., Chicago, III. 


SALES REPRESENTATIVES WANTED 
a aL 
WANTED— 
AGGRESSIVE 
SALES ORGANIZATIONS 


to handle promotion and sale of 
new type combination door drip 
and weatherstrip. Advise terri- 
tory and type of trade you con- 
tact. 




















Address 
THE PHILIPP MFG. COMPANY 
Easthampton, Mass. 

















HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 

HARDWARE SALESMEN — EXCELLENT 
PROPOSITION for a man who sold hardware, 
house-furnishings, electrical and plumbing  sup- 
plies to the retail stores in Manhattan and vicinity. 
State experience, whether you have dealer follow- 
ing, automobile, and territory covered. Address 
= B-188, care of Harpware Ace, New York 

ity. 

PERMANENT POSITION OFFERED for a 
good reliable young or middle aged man, as clerk 
and salesman in hardware store, and to do tin 
work, plumbing, and heating, pump and windmill 
work. Give age, experience and references. Ad- 
dress McMahon Hardware & Implement Co., Fair- 
fax, Missouri. 


POSITIONS WANTED 


SALES EXECUTIVE with 30 years’ experi- 
ence contacting with Hardware Jobbers, Supply 
Dealers, Manufacturers and Railroads through- 
out the United States is available for position 
with Manufacturers distributing their products 
through these channels. Address ®ox-187, care 
Harpware Ace, New York City. 























POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. We charge you nothing for this 


service. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York City Wlsconsin 7-1802—1803 


HARDWARE MANAGER AND BUYER 
with thirty years of experience seeks a permanent 
connection. Twenty-five years as manager and 
buyer with two of the largest firms in central 
Indiana. Wide acquaintanceship with the manu- 
facturing and jobbing trade. Well versed in all 
lines, capable of complete store operation, with the 
highest class-references. JI.ast two years spent in 
liquidation and reorganization work. Age, forty- 
six, married, and willing to go where there is a 
real opportunity. Do you need such a man? It 
so, write to J. B., care of Harnware Ace, New 
York City. 


EXPERIENCED HARDWARE SALESMAN 
DESIRES POSITION. Age 33, married. Three 
years’ experience with large retailer, seven years 
with jobber and two years with nationally known 
manufacturer. Well acquainted with trade in 
New York State outside of Metropolitan district. 
Excellent references. Would prefer New_York 
State but would go anywhere. Address B-184, 
care of Harpware AGE, New York City. 


HARDWARE SALES EXECUTIVE with 
fifteen years’ successful sales and sales man- 
aying experience. Capable of sales promotion by 
person and letter, 35 years old, college education. 
desires permanent connection with local eastern 
hardware jobber where future ssibility of ad- 
vancement is assured upon emonstration of 
ability. Unquestionable references. Address 
B-185, care of HArpware Ace, New York City. 

















EXPERIENCED SALESMAN, NEW OR- 
LEANS DISTRICT, desires connection with 
manufacturer or importer of hardware or kindred 
line catering to jobbers, large retailers, denart- 
ment stores, premium users. Louisiana, Missis- 
sippi, Texas. Unquestioned integrity and favor- 
ably-known untiring worker; no boozer or one-call 
artist. Address 2445 Gladiolus St., New Orleans, 
La. 


SALESMAN WITH SEVERAL YEARS’ 
EXPERIENCE selling to various classes of trade 
including hardware and paint trade, manufactur- 
ing and industrial trade, etc., wishes position with 
reliable house. as unquestionable references, 
thirty-five, willing to travel, of good personality 
and address. Address Box B-192, care of Harp- 
ware AcE, New York City. 








EXPERIENCED HARDWARE MAN, Chris- 
tian, with twelve years’ experience, desires position 
as an inside or outside salesman. Fully conversant 
with wholesale and retail end of hardware business 
and kindred lines. Will consider opportunity in 
small community. Best of references. Address 
Fox B-190, care of Harpware Acre, New York 

ity. 





HARDWARE MAN, thirty-nine years old, 
single, sober and industrious, twelve years’ ex- 
perience in retail hardware, desires a steady posi- 
tion with reliable retail store as manager or sales- 
man. Handy at repairs, etc. Can furnish satis- 
factory references. Can go anywhere in Iowa or 
Tilinois. Available immédiately. Address Frank 
Petges, Libertyville, Illinois. 


HARDWARE AGE 
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HARDWARE ACE, 


Do you realize that no one factor will 
draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 
such window displays—its representatives 
are always on the lookout for new ideas. 


Good Window Displays««««««« ««««*« «« «« « 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 


sales force. 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 


trade. 


239 West 39th Street, 


New York City 
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¢ MARBELITE SIGNS » 


The Most Popular Selling Line 


White with Black Sunken Letters 
Size 2% x 10 inches 

57 Varieties 
Marbelite Signs, Letters and Numbers 
are made of special composition (not 
metal) and will stand all sorts of 
weather. Will not chip, crack, rust 
or tarnish. If dirty, a damp cloth is 
all that is required to restore them to 
their original brightness. 


$1.50 and $3.00 per dozen 


Postage allowed on orders of 3 dozen. 
Packed in individual cellophane 
envelopes. 





Write for catalogue 


THE MARBELITE CO. 


89-91 Warren St., New York City, N. Y. 














MOLDED RUBBER GOODS 
78 Qe? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 
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CONFIDENCE- 


Wrench users, especially 
motorists, usually ask for 
certain tools because they have 
confidence in their construction. 


The demand for the 
B. & C. Adjustable “S” Wrench 


is the result of firm confidence. Wrench 
users know it has the required strength— 
know it can be used in close quarters— 
know there is redress should any part 
need replacement. That’s why Dealers sell it with absolute 
confidence. Sizes—6 to 14 ins. 


Ask your Jobber. 


BEMIS & CALLCO. easy 
Springfield Mass. © ey 

















A B W GRAIN SCOOPS 


Sturdiest Grain Scoop in the Light Weight Class 

High bend with small socket gives satis- 
factory hang and balance. 

Blade forged from special shovel steel. 
Ribbed for strength and rigidity. 

Northern Ash Handle — Split-D or 
Armor-D. 
AMES BALDWIN WYOMING CO. 

Parkersburg, W. Va. North Easton, Mass. 








IVES Patent ne Lock 





Showing Window Showing Window 
Closed. oO 


Manufacturers of pen. 
“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 





Steel Brick and Mortar Hods 


- 


ri ae No. 162 Brick, 
sevens” z one” dew 22”x10"x7” deep. 
Have been used non years because of their strength 
, and lightness. No dripping onto the user’s back. 
They are ail steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohie 














Best sellers for 






DOMES D-19 Assortment 22 years. Na- 
Packed 1/3 | tionally none. 
OF . Seven sizes 
gross sets: - 
1 doz. each fe”) New "es 


SILENCE 


Insist on the 
Genuine — 


of 4”, %”, 





Refills — Packed 
48 sets of a size 
h%” to 





carton; 1%” and 





Look for — sets iin 
e a carton; aiso 

Name Inside bulk packing; 
Each Dome ” sa 
Ask Your carton; 1%” and 


144”—500 sets in 
Jobber a carton. 
We protect the 
Hardware Job- 


" RETAIL ,PRICES PER SET—4 PIECES 
a wer. 14” ver (”" %”, 5%”, Yo", %” ) 
chant 30c 10c 


C4 3S PEARL ST., 
Domes of lg Imec., naw YORK CITT 
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More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c. a doz. Two 
gross (24 cartons) in full 
color display container. 


GOOD LUCK Jar Rubbers 
With the BIG handy lip 





BOSTON WOVEN Hos: & RUBBER CO., Cambridge, Mass. 


HARDWARE AGE 
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Mr. James Levi 
Manager, Leon Levi, Baltimore 











“We sell nation- 
ally advertised 


lines” 


Ir is gratifying to note that 
there are merchants who are 
forging ahead. Leon Levi, one of 
Baltimore’s leading retail stores, 
under the directorship of James 
(Jimmy) Levi, has been doing a 
very good volume of business. 

Mr. Levi lays the success of 
his firm’s business to the fact that 
they sell nationally advertised 
lines, and aim to give their cus- 
tomers honest value. Needless to 
say, Telechron Clocks are always 
prominently displayed in their 
store. One of their attractive 
show windows from time to time 
features Telechron. 

This store was one of the first 
to realize the possibilities offered 
by the sale of electric clocks. 
Originally they stocked various 
lines. Today, however, their 
stock of clocks is 75 per cent 
Telechron. Mr. Levi expects to 
do a very good summer clock 


business, 


AUGUST 3, 1933 





Price hysteria passing — 
Strong swing back to 


VALUE 


Tue big price-jag is almost over. In 
the middle of the morning-after, peo- 
ple are realizing that they got just 
what they paid for. Shirts that 
shrank. Shoes that cracked. Clocks 
that stopped. 


Dealers are discovering that the 





shoddy stuff they sold reflects on 


No. 3F53 — “DaPrHNe”’ Arresting modern de- 


ie. Seeadiliidh conus Ts itis. te, them as much as the manufacturer. 
black, red, rose-quartz. Retail . . $3.95 “One Chicago store, which unloaded 

1 5000 cheap electric clocks, had 3000 
returned within two weeks, because 








they wouldn’t work.”’* How much 
profit, how many friends were made 
on that deal? 

Bur merchants who met cut-price 
competition with well-made well- 
known Telechron Clocks, kept their 
customers and made really profitable 
profits. Now, with rising prices and 





No. 4F51 — “Tevart” — Modern design. Case the general clamor for quality, their 
and frame finished in chrome or $5 95 aid , P 
gold. Black moulded base. Retail . position is still stronger. 

6 ; Why not join them? Stock Tele- 
.chron’s wide range of moderate- 










priced models. Sell with pride and 
confidence. Put your clock depart- 
ment on a full-time, full-profit basis 
again. All it takes is your auto- 
graph on the convenient coupon due 
south of here. Warren Telechron 
Company, Ashland, Massachusetts. 


* Quoted from Radio & Electric Appliance Journal 





Telechron commercial clock. Wood in oak or ma- 


hogany finish. Dials, 8 
to 24 inches. Prices, $15 to $80 


Warren TeLtecuron Company, 48 Main Street, Ashland, Mass. 
(_] Tell me what Telechron can do for me. 
[] Send me the Telechronicle, which gives helpful hints about selling Telechron Clocks. 





(Reg. U. S. Pat. Off. by Warren Telechron Co.) 
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Address en ee en ee 
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